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Rough Proofs 


Chicago newspaper typographers 
picked the hottest day of the year 


to tie up production, so that it’s 
hard to decide whether the issue | 
was higher wages or lower tem- 


peratures. 


7, VT PF 


Maybe 
got awfully tired setting the same 
old headline day after day, 
Lose Again.” 


7, 


Ty Cobb beat Babe Ruth in a 
golf match the other day. The Babe 
is still hitting home runs, but some- 
body forgot to tell him that in this 
game over the fence is just out of 
bounds. 


- |. 


With 1941 automobile schedules 
being pared down every few min- 
utes, copywriters might just as 
well be polishing up their most ex- 
citing adjectives for use in glam- 
orizing next year’s crop of second- 
hand cars. 


vgy¥s iy? 


Dr. Henry T. Ewald, who re- 


ceived his LL.D. from Wayne Uni- | 


versity recently, agrees with the 
general idea that at present an ad- 
vertising man can’t know too much | 
about doctoring laws. 

‘ 


J. oo 


With United States Senators 
manding public investigations 
opinion polls, 
to show 
front-page publicity without extra 
charge. 


of 


vgy¥seey? 


Dale 
too much sex in advertising art, but 
even the 
has always 
teresting 


found 
subject. 


it a rather in- 


> > & 


“There are two sides to sex,” 
insists Dale Nichols, and a large 
section of the audience immediately 
replies, “And thank heaven 
that.”’ 


oe 


A Honolulu correspondent calls 
attention to the fact that Chinese 
characters in F. C. Huyck advertis- 
ing were printed upside down, 
which just one more evidence 
that it’s still a topsy-turvy world. 


IS 


7 we) © 


A wind power plant has just been 


erected at Rutland, Vt., Power re- 
ports, but it looks as if the ideal 
site would have been in Washing- 
ton, D. C. 

yr 


Rival managers in the world war 
league are changing line-ups 
Irequently you can’t tell the play- 
ers without a score-card. 


So 


© 


The hard-hitting Finns, brought 


up from the minors to play on the 


Hitler team, promise that this time 
they’ll knock the Russians right 
Sut from behind their whiskers. 
v v v 
Thoughtful men,” remarks Whit- 
man’s, “make the happiest hus- 
Sands.” If you can’t be thought- 
ful. at least have a secretary who 
is, 
Copy Cus. 
ae 


those Chicago typos just 


de- | 


Dr. Gallup continues | 
uncanny ability at getting! 


Nichols thinks there’s a lot! 


non-commercial variety | 


for | 


‘Treasury House’ 


in Washington 
Standard Oil 


Defense Sales 


“Cubs 


. Ge 
Company of New 
contributions to the de- 
fense program, which already in- 
clude radio commercials 
motorists to conserve gasoline 
|help avert a threatened ae 
will take a new and unusual twist 
here next week. 

An ambitious project to aid the 
sale of the Treasury Department’s 
defense savings bonds and stamps 
has been planned and will be un- 
veiled here July 1—practically un- 
tainted with commercialism for 
|Esso products. The project takes 
the form of a “Treasury House” 
}located in downtown Washington, 
| built and staffed by Esso with 
| cooperation of a_ half-dozen 
jernment departments. The 
tiser is assuming the entire cost of 
/construction and operation, and all 
|efforts will be directed toward 
|stimulating the Treasury’s bond 
‘and stamp campaign. 

“Treasury House” will be made 
|largely of glass bricks—exact du- 
| plicates of the glass banks of which 
Esso dealers have sold about 34% 
|million in the past year, to pro- 
mote home saving. The bricks used 
for construction are identical with | 
those used for banks, except for the 
coin slot. Esso’s name appears on 
the sides of both. 


| Washington, 
'Standard Oil 
Jersey’s 


gov- 


To Air Newscasts 


will be 
booth 
“Esso 
broadcasts will be aired 


House” 
broadcast 
twice-daily 


Inside ‘Treasury 
glass-enclosed 
from which the 
Reporter” 


June 26.— 


a 


the 


adver- | 


Devises| 
Novel Scheme to Aid) 


4 
| 


| 
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WIDESPREAD APPEAL 


Esso Plans to Open - “OP8AD “APPEAL 


tees ot eecerene 


wo te The tee net oo 


2s 


THE WESTERN RAILWAYS 


Using approximately 8,000 daily and 
weekly newspapers throughout the West, 
Western Railways, Inc., last week car- 
ried this message to the public, warning 
that it cannot grant wage increase de- 
mands without a great increase in cost 
of transportation. Wage boosts sought 
range from 30 to 95 per cent, according 
to the copy, though pay rates are “the 
highest in history.” The advertising was 
placed by The Caples Company, Chi- 


cago. 


Point-of-Sale 
Displays Planned 
by Canadian Papers 


Related Selling Theme 
Features Offer to Retail 
Outlets 

Toronto, Ont., June 25.—An ambi- 


tious program designed to merchan- 
dise 


Last Half Promotion Seen 
as About Equal to 1940 


| Cuts in Some Lines to 


sales and promotion particularly in 
Be Offset by Gains in low price unit lines—foods, drugs 
and cosmetics are mentioned most 
Others | prominently. In addition, the pat- 
jtern already established by ex- 
[Editor's Note: Because the im-|Panded family incomes indicates 
|mediate outlook for advertising has|that housefurnishings are among 
/been muddied by uncertainties and | the very first products to feel the 
| by rumors of drastic cuts in certain glow of the new prosperity, with 
fields, Apvertistinc AcE believed| clothing following shortly there- 
|that a real service could be per- | after. 
|formed by collecting as much| The optimistic forecast for the 
| factual, rumor-free material on the | Second half of 1941 is supported 
‘outlook for the next six months as| firmly by an analysis of the latest 
possible. To that end Apvertis-|4Vailable breakdown of national 
ING AGE editorial representatives | @dvertising expenditures by classi- 
throughout the country were in-| fications, recently made available 
structed to contact advertisers,|>y the ANPA Bureau of Advertis- 
‘agencies and media in their own|'!Dg. Expenditures last year by 
jcommunities and in every case to national advertisers in newspapers, 
get definite statements on the spe- | ™4gazines, network radio and farm 


cific outlook for the organization | Papers showed that seven leading 
being contacted. A summary of | classifications accounted for an out- 
their reports is presented herewith.|!ay of $324,444,612, or more than 


In keeping with the definite | 77 per cent of all nationai expen- 
policy of ADVERTISING AGE to pre- |ditures in these media. Of the 
'sent the facts, all expressions which | Seven Classifications, only two 


could be gathered—favorable and automotive and housing equipment, 

unfavorable—are included in this| accounting for 28 per cent of the 

roundup. | i nditures, appear at this writing 
: oO be subjected to prior ity cont 

New York, June 26.—Although | I itrol, 


| 

The remaining five classifications- 
| groceries, toilet requisites, 
beverages ane 


recognizing frankly that the uncer- 
a fe . tobacco, 
tainties ahead may knock even the 


| alcoholic 


; . role tgs ks ; medical, 
best laid plans into a Co ked hat representing 56 per cent of all na- 
over night, merchandising execu-| tigng] expenditures in the four 
tives are inclined to view optimis- j 

= media —seem destined to move 
tically the advertising outlook for | : 


| briskly in the remai r 
ae coated tates SOAt, briskly in the remainder of 1941. 


This sentiment stood out the 
}common denominator of discussions 
|conducted this week by ApbveRTIs- 
| ING AGE with national advertisers, 
| agencies, media and market re- 


Analysis of Figures 


Boiled down still further, these 
figures indicate that the classifica- 
; tions accounting for 73 per cent of 
| the top national advertising volume 


as 


‘searchers. The imposition of prior- will probably be unaffected, or at 
| ities on an expanding scale is €X- | Jeast indirectly affected, by priori- 
|pected to react to the detriment Of | ties, while 27 per cent will prob- 
advertising volume in the automo- ably be subjected to rigid defense 
tive and household appliance classi-|¢ontrol. The five classifications 


fications, but it is generally felt that 


mentioned represented an outlay of 


nationally advertised brands new marketing opportunities for | $934.958.745 last year compared 
All commercials on these programs more effectively at the point of sale foods, drugs, cosmetics and some | with $89,485,867 for the other two 
will promote the sale of defense has been developed by the Cana- | housefurnishing and clothing items groups. ; 
bonds and stamps, and there will be dian Daily Newspapers Association | may take up the slack during the Representative of those who look 
no mention of Esso gas and oil and will be put into operation in| next six months. The result may | for substantial spurts mn low aries 
products. July, it was learned here today. be that July through December, | ynit lines is Hugh McKay. adver- 
Five pretty girls, selected for| The advertising efforts of many 1941, will show an_ increase in| tising director, Colgate-Palmolive- 
beauty and _ personality, will sell! manufacturers of consumer goods | advertising volume over the com- | Peet Company, who reported that 
defense stamps from counters lo-| have been hampered by lack of co- parable period of 1940. sales of toilet goods, particularly 
|cated at either end of the building. operation on the part of retailers, I. All observers agree that defense soap, are considerably ahead of last 
|A radio announcer will be on duty|H. MacDonald, general manager of dollars translated into consumer year’s volume. Advertising budgets 
full time, and will interview pas- | (Continued on Page 29) purchasing power will mean rising | for the second half of 1941 will be 
sersby, urging them to drop a quar- pushed upward, he said, and the 
| ter in a glass bank in return for a a year may show a gain of 10 per cent 
defense savings stamp. Other man- Last Minute News Flashes over the 1940 figure. 
_in-the-street interviews will be “There will be no pulling in of 
|}staged, with Esso contributing | ‘Dairy Council Units Plan National Campaign the horns because of the war.” he 
| bonds, stamps and banks as prizes. | Chicago, June 27.—<Action will be taken within the next few days on a| remarked. 
These broadcasts will be aired | egordinated advertising campaign of all 42 units of the National Dairy S. L. Weaver, advertising man- 
locally. Council, Carl F. Deysenroth of the Milk Foundation announced today. ager, American Tobacco Company 
The grand opening at noon July 1! Media yet to be selected will be used to tell about the food value of milk | likewise expressed the belief that 
will be broadcast nationally over with the defense theme tied into the program. Plans are to finance the | business will be good in fields not 
a hookup of National Broadcasting | cost of space on a local basis but to coordinate the campaign through a) affected by _ priorities. American 
Company stations. Other local sus- | central office. The proposed campaign will be on a nation-wide scale and | Tobacco will maintain its adver- 
taining broadcasts will also be made probably will not get under way before Septembe1 No agency has yet} tising on an “even keel,” he de- 
from the Esso booth. The building | peen selected. | clared, although it is unlikely that 
itself will be decorated in red, : tobacco advertising budgets will be 
white and blue, and its white dome Controversial Teel Copy Runs in 35 Newspapers |revised substantially. 
will be surrounded by four eagles Chicago, June 27.—Following appearance of the highly controversial : " 
The eagle which was used to crown | Teel dentifrice copy in the New York News, Sun and World-Telegram Carpet Advertising Expanded 
the inaugural stand when Presi- yesterday, after a delay of two weeks in which all New York papers re- The opportunity for expanded 
dent Roosevelt took his oath of of-| fused to accept the copy, it was learned today that “at least” 35 news-|sales in the housefurnishing field 
(Continued on Page 27) papers have thus far run the advertisement, hitting a good share of the| was stressed by John E. Devine, 
country’s major markets. advertising manager, Alexander 
Smith & Sons Carpe. Company. 
DIRECTORY OF FEATURES | Nash-Kelvinator Advances Frank Pierce wee dinteand Get bin promotion 
Ad-libbing 12 Detroit, June 27.—Frank R. Pierce, formerly general sales manager | schedule will be stepped up during 
Basic Business Index 28 | of Kelvinator division, has been appointed to the newly-created post of| the months ahead. In addition to 
Chain Store Sales 30 vice-president in charge of sales, to coordinate sales, advertising and| the magazine list used last year 
Editorials 12} service policies of all divisions of Nash-Kelvinator Corporation American Home, Better Homes & 
Getting Personal 24 Gardens, Brides’ Magazine, Good 
Information for Advertisers 12 | Plan Navy. Army “Weeks” for Chesterfield Housekeeping, House & Garden. 
Obituaries 30 | New York, June 27.—Liggett & Myers Tobacco Con will use the House Beautiful and Time, Alex 
Photographic Review 31 5 ew t OF , vune Zi 41g2 « wiye!l act mpany wi uS¢ 1 ouse eau iful anc ime, Alexan- 
Rough Proofs 1) 1,560 daily and 40 weekly newspapers on its regular schedule to promote der Smith has scheduled Ladies’ 
Test Campaigns 29 “Chesterfield Navy Week, ; beginning July 7, and “Chesterfield Army |Home Journal, McCall’s and Wo- 
Voice of the Advertiser 18 | Week,” July 21 Newell-Emmett Company is the agency. man’s Home Companion. The like- 
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lihood is that radio will also be 
added to the program in the near 
future. Platt-Forbes, Inc., is the 
agency. 

Increased purchasing power will 


likewise be reflected in more 

aggressive promotion in the wo- 
’ . | 

men’s wear field. Gay Walton, 


advertising manager, Julius Kayser 
& Co., said that fall advertising 
will be increased over the 1940 
tempo. Kayser looks to an excel- 
lent fall season, thanks to 


fatter payroll envelopes. 
Agencies Generally Optimistic 


Agency executives also reported 


expectations for a bigger six-month | 


period. For example, Howard D. 
Williams, executive vice-president 
and general manager, Erwin, Wasey 
& Co., declared: 

“The present outlook for the last 
six months of 1941 indicates an 
increase in advertising appropria- 
tions. This is particularly true in 
drug and food accounts. In both 
these fields sales have shown sub- 
stantial increases for the first six 
months of this year. 

“Unless unforeseen circumstances 
arise, and one cannot prophesy far 
in advance these days, the appro- 
priations for the last half of 1941 
will exceed those for the same 
period of 1940.” 


the | 
impetus given small unit sales by | 


Alex F. Osborn, executive vice- 
president, Batten, Barton, Durstine 
& Osborn, observed that “encourag- 
ing signs for the second half of the 
year are becoming more frequent 
and seem to show that management 
is more and more sold on the wis- 
dom of steering a steady course.” 

Mr. Osborn told of a recent expe- 
rience with a BBDO client “who 
was impelled, as a result of priority 
orders, to cancel the advertising of 
one of his products.” 


New Viewpoint Adopted 


“This meant a slash in the 1941 
budget,” he went on. “Our men 
|}on the account went to work 
prepared a plan and presentation 
showing how and why this money 
could be wisely spent in another 
|} way. They submitted this think- 
ing to a group of top executives. 
At first it was obvious that one of 
| these had made up his mind that 
|the money should be ‘saved’ and 
| not spent on additional advertising. 


By the time our account executives | 
were | 


/had finished their case, all 
/convinced and approval was given 
there and then. 

“We feel that by doing this job 
in the way it was done, we built 
ourselves even more strongly with 
the client. There was a distinct 
feeling on the part of all the execu- 
tives that we had served them well 


and | 


|by preventing them from curtail- 
ing their advertising at this time.” 

In the opinion of H. K. McCann, 
president, McCann-Erickson, “the 
tremendous sums of money un- 
|loosed by accelerated defense pro- 
}duction will continue consistently 
to exert a beneficial effect on con- 


will not be maintained as planned 
for the remainder of 1941.” 


Subject to Change 


Mr. McCann warned, however, 
that all current planning must take 
into consideration a “war econ- 
omy.” The possibility of greatly 
| increased taxes is 
| that must be considered, he pointed 
out. Priorities that result in cur- 
tailment of consumer goods produc- 
tion may necessitate a realignment 
of some advertising plans, he added. 

Package goods selling for less 
than $1, particularly drug products 
and groceries, may be expected to 
show sales increases, according to 
Franklin Bruck, head of the agency 
of that name. 

“There may be, curiously, an 
|increase in advertising of certain 
luxury products in this category,” 
he said. 
| grocery items may experience sales 
jincreases and their advertising 
| budgets may be heavier. The rea- 


“WHY WE LIKE 
THE NEW YORK TIMES 


MAGAZINE” 
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a real 


will (impolitely but meaningfully) 


smack their lips over!” 


Only a few of the reasons women in 800,000 fam- 


ilies all over the country read it every week. 


For advertisers, this Magazine packs other powers 


than active reader interest, too: 


1) the selling 


power of America’s leading Sunday advertising 
medium; 2) concentration in the world’s biggest 
market for advertised goods; 3) split-run copy- 
testing facilities that are unique, reliable and prof- 
itable! Ask for the facts today. 


vars at 


NEWS OF FOOD—a practical 
help in my day in day out 
job of planning meals the family 


& 


sumer goods purchases, and we see | 
no reason to believe that schedules | 


another factor | 


“Higher priced food and | 


son for this is that the average man | zine copy has not been changed, bu 
will have a higher income this year |our newspaper service for dealer 


than last. 


His work hours in 1941 | includes a special series specifical! 


will exceed those of 1940 by sub- | aimed at the millions of men w} 


stantial margins. He and his wife 
are going to splurge a little on 
foods, housefurnishings and cloth- 
ing.” 

Summing up the situation, Mr. 
Bruck called attention to expected 


|curtailments in advertising budgets 


|for heavier goods categories, such 
as automobiles, washing machines 
and similar equipment. The net 
effect of a somewhat larger total 
advertising expenditure for package 
goods and other small consumer 
items will be slightly offset by de- 
creased total expenditure for heavy 
goods, in Mr. Bruck’s opinion. 
Research Experience Similar 

| Experiences reported by market 
research organizations generally 
confirmed the views expressed by 
advertising and agency executives. 
In one instance a research company 
disclosed that thus far this year 
business emanating from the De- 
troit area has fallen off $40,000 
from the 1940 level, due chiefly to 
the elimination of customer surveys 
by automobile manufacturers. The 
same company, however, reported 
}a substantial pickup in inquiries 
and orders from food, cosmetic and 
drug advertisers. The parade of 
new cereal products was cited as 
one indication that food merchan- 
disers plan expansions during the 
months ahead. Research to deter- 
mine reactions to package changes 


was mentioned as another tipoff 
that food advertising is due for 
expansion. 


Chicago Business Good, 
‘But Uncertainties Abound 
Chicago, June 26.—The paradox 


which seems to have the entire 
advertising industry in its. grip 
applies to Chicago as well, a care- 
/ful survey of the advertising out- 
look for the next six months, as it 
japplies to advertisers and agencies 
|in this area, reveals. That paradox 
is that while business is good, gen- 
|}erally speaking, and in many cases 
| promises to get better, most adver- 
tising men are collecting rabbits’ 
| feet and other good-luck tokens for 
fear that something will happen to 


_ | upset the apple cart. 


seems obvious: 
expect to show 
which duplicate 
of many manu- 


| One conclusion 
advertising cannot 
rising sales curves 
the upward spirals 


facturers; but neither will adver- 
tising slump severely. Certain in- 
dustries will be hard hit, and 


advertising may drop off sharply, 


have gone back to work or who 
income has been raised to the poi) 
where they are again good pro 
pects for us. 


Most “Carry On” 


L. E. Meyer, advertising manage 
International Cellucotton Produc 
Company (Kleenex, Kotex ar 
Delsey): Our advertising for t!) 
next six months will be on abo 
an even keel with last year. Bu 
ness is good and no drastic chang 
are planned. 

Edwin L. Morris, vice-preside: 
Pabst Sales Company: We’re carr 
ing on, supporting our distribut 
with a greater advertising and sal 
promotion effort than ever befo 
We’re not pulling in by any mea: 
Our expenditures during the 1: 
half of the year are always heavi: 

C. C. DeWees, radio and ap; 
ances advertising manager, St« 
art-Warner Corporation: We wo; 
do less, and chances are we'll 
more. 1941-42 probably will 
higher than 1940-41, just as | 
year was higher than 1939-40. 

J. E. Fleisch, advertising m: 
ager, A. Stein & Co.: We plan 
duplicate last fall’s expenditures 
no curtailment and no _ incre 
During the last six months our | 
motion is heavier on men’s li: 
and during the first six mon! 
heaviest on women’s lines. 

Harold Crary, vice - president, 
United Air Lines: Our advertising 
is approximately the same as last 
year’s. The defense program has 
stimulated air travel, and people 
are getting more accustomed to 
flying. 


Celotex Withdraws Copy 


P. K. Wrigley, president, Wm 
Wrigley Jr. Company: We're 
always expanding our advertising 
We try to do a little bigger and a 
little better job each year. 

W. C. Rodd, advertising manag« 
Celotex Corporation: Our whol 
year’s advertising is down consid 
ably from last year. We've been 
marking time on space advertising 
and other expenditures and we're 
still marking time. We will not do 
any space advertising during th: 
remainder of the year. Defense 
operations are taking a lot of ou 
production. 

M. F. O’Shea, advertising ma: 


ager, Cudahy Packing Compar 
| Unable to give any definite figur 


lon advertising, since the compan) 
| 


but others are certain to expand, | Policy is extremely uncertain. 
and the general over-all picture | Vertising appropriations are being 


indicates a short-term outlook as/given a 
good as, or perhaps slightly better | three months. 


than, last year. 
Here are comments of 
Chicago advertisers: 


Many Advertisers Optimistic 


typical | manager, 


thorough review ev 

F. Maher, advertising 
Florsheim Shoe Com- 
Our advertising expendi- 


Martin 
| pany: 
tures for the last half of the year 
| will be the same as for the first 


E. R. Richer, vice-president, Hart, | half. 


Schaffner & Marx: Our 


current | 


Keep Even Keel 


campaign is the largest in 17 years, | 


with a budget up about 15 per cent | 
We're not curtail- | ager, 
This is the time we | There is no change in our acver- 


from last year. 
ing anything. 


A. W. Eckstein, advertising man- 
Illinois Central Ra id 


can sell a lot of clothes to a brand |tising expenditures from last 


new market of men who haven't 


worked for a long time and we're 
fall 


going after them strong. Our 


American Meat Institute: Acdver- 
tising expenditures for the las! 
of the year will equal those for th 


magazine copy, all in full pages and | first half. 


most of it in full color, will appear | 
of Esquire, in 


in each fall issue 
three issues of Collier’s, the Oct. 11 


issue of The Saturday Evening Post, 


and two issues of Life. 


The theme and style of our maga- 


Keith J. Evans, advertising 
ager, Inland Steel Company 
running right along on an eve! 
We're always conservative 
advertising and we haven't 

(Continued on Page 25) 
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More than 2,000 Oklahomans drove into eastern Okla- 
homa on the morning of Sunday, April 20, to struggle 
through swollen creeks and hub-deep mud to view thou- 


sands of dogwood trees in bloom. 


A beauty contest at Sulphur Oklahoma on Sunday, 
June 8, brought more than 400 camera enthusiasts to this 
southern Oklahoma city of 4,000 population to participate 
in an annual statewide camera derby. 


Opening week of the Lake of the Cherokees, created 
by Oklahoma's new and gigantic Grand River dam, at- 
tracted more than 40,000 visitors. 9,500 persons registered 
for a fishing contest. Sporting goods sales soared. 


Air ports, bomber bases and plane depots are centers 
of construction activity in Oklahoma City today but it is 
the residential building that is swelling the city’s building 
permits to a 4-month total 10% above a year ago. 


NEW 
BUILDING 


For the four week period ending June 7, 1941.Oklahoma City stores reported a 14% increase over 
the same period of 1940, according to the weekly Report of Department Store Sales for the Tenth 


Federal Reserve District. 


OKLAHOMA CITY TIMES 


THE OKLAHOMA PUBLISHING COMPANY 


Back of the Front Page 
's the big 


On Sunday, June 8, twenty-five hundred Oklahoma golf 
fans paid $1.12 each to see an exhibition between Craig 
Wood, newly crowned national open king, Byron Nelson, 
Ben Hogan and the home professional Henry Picard. 


The largest crowd ever to witness an academic event at 
the Oklahoma State University assembled at Norman on 
Monday, June 9, to attend the commencement exercises 


Unlimited emergencies, defense orders, air base 
construction! These make up the news that dominates 
today’s page one. The Oklahoman and Times are no 
exception. Yet page two and beyond tells the story 
that interests advertisers most. 

Back of the Oklahoman and Times page one is the 
story of thousands attending the opening of a new state 
fishing resort, of nature lovers spending a Sunday enjoy- 
ing the view of thousands of dogwood trees in bloom, of 
a record-breaking crowd attending the commencement 
ceremonies of the State’s university, of half a hundred 
camera fans treking across the state for an outing. 

This is news of mass spending; of the purchase of 
gasoline, oil, food, lodging, film, fishing tackle. This is 
the story of retail sales in Oklahoma City stores mount- 
ing far above 1940 levels. This is evidence of the re- 
sponse that can be expected to Oklahoman and Times 


editorial and advertising influence. 


ws tor Advertisers 


THE FARMER-STOCKMAN * MISTLETOE EXPRESS * WKY,OKLAHOMACITY * KVOR, COLORADO SPRINGS 
KLZ, DENVER (Under Affiliated Management) * REPRESENTED NATIONALLY BY THE KATZ AGENCY, INC. 
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Census Bureau 
Supplies Key to 
Unpublished Data 


Vast Store of Small 
Area Material Opened 
at Small Cost 


Bloomington, Ind., June 23. 
First announcement of the develop- 
ment of a new service by the Bur- 
eau of the Census which should be 
of considerable help to marketing 
executives was made here Friday 
before the spring meeting of the 
American Marketing Association by 
Vergil D. Reed, assistant director 
of the Bureau. 

The new service consists of a 66- 
page “Key to the Published and 
Tabulated Data for Small Areas” 
which is available from the Bureau 


of the Census, and which contains | 
facts de-| 


a detailed guide to the 
veloped during the 1940 census 
which are published for counties, 
cities and other small areas, in- 
cluding census tracts and city 
blocks in many cases, as well as to 


information about such areas which 
has been tabulated by the Census 
Bureau but not published. 

Dr. Reed emphasized that the 
census results in a mass of infor- 
mation being collected which may 
never be published, but much of it 
is tabulated, and copies of the tabu- 
lations may be secured for the rela- 
tively unimportant cost of a photo- 
stat or copying. 


Gives an Example 


Using this university town as an 
example, and the tabulation of re- 
frigeration data in the housing 
census as an illustration, Dr. Reed 
pointed out that while the pub- 
lished census data shows only the 


refrigeration equipment broken 
down by types for all occupied 
units, the Bureau also has tabu- 


lated—although it will not be able 


to publish the material—this same | 


first for 
and tenant- 


information broken down 
owner-occupied units 


occupied units, and then by “white” | 


and “non-white” under each of 
these headings. 

“For any marketing man,” Dr. 
Reed explained, “it may not be 
sufficient to know just the number 
of dwelling units equipped or not 
equipped with mechanical refrig- 
erators. Those units not so equipped 
may constitute a rich market for 
you and, again, they may represent 


no market at all. We have not 
found it possible to publish more 
detail on refrigeration than the 
total for all occupied units. For the 
cost of one photostat, however, we 
can furnish you the balance of the 
tabulation for Bloomington. You 


can then determine the number of | 


owner-occupied units with me- 
chanical, ice, other, or no refrig- 
eration, the number of such units 


occupied by white and non-white 
households, etc.” 


Other Material Available 


While the Key lists unpublished 
but tabulated data available only 
for small areas, there is also a con- 
siderable amount of tabulated but 
unpublished material available on 
the same basis for larger areas, Dr. 
Reed said. He also emphasized 
that, entirely apart from the vast 
volume of tabulated but unpub- 
lished data which the Bureau has 
available, there are many other 
data available from the cards which 


|may be had for the cost of sorting, 
tabulating and checking. The 
Bureau stands ready to supply esti- 
mates on such special tabulations 
at any time. 

Dr. Reed also urged the market- 
jing men to help in getting the 
Bureau of Internal Revenue to 
{tabulate 1939 income tax returns, 


\ ported sales to 
readers 25°; 
return volume. 


chanics to prove 


V chanics produced 
of all inquiries. 


pages. 


“Always has 
producer.” 


An advertiser of a mechanical book re- 


above his satisfactory- 


One advertiser, wishing to sell his busi- 
¥ ness, used returns from Popular Me- 


profitable demand existed for his product. 


On vacation tourist copy, Popular Me. 
at *s the average cost 


For craftsman’s plans, Popular Mechan- 
¥ ics is the advertiser's best medium and 
he plans to jump from small space to \ 


One vocational school says, ‘Popular \ 
\ Mechanics always has been and is the 

best producer.’”’ Another school, with a 

different type of course, uses the words \ 
been the 


POPULA 


They checked up! 


Among many recent reports of Good Returns 
in our files, here are a few covering a wide 


range of goods and services. 


Popular Mechanics’ \ 


quiries and 


For one ‘‘business opportunity’’ machine 
in the building materials field, Popular 
Mechanics proved more productive than 
contractor publications. For one of an 
entirely different type, inquiries in 1941 
are fewer but sales gratifyingly higher. 


to prospects that a 


\ Mechanics 


Number One 


magazine. 


Before you place any advertising 


men buy, or have a hand in buying, for their homes, their 
businesses, or their recreations it will be worth while to 
“Check Up” and see what Good Returns others are getting 


from Popular Mechanics. 


A two-inch advertisement for a home- 
store-and-factory item brought 2000 in- 


For cameras and accessories, Popular 


tographic magazines combined. 


For a sportsman’s item, Popular Me- 
chanics pulled the lowest cost inquiries. 


On workmen’s gloves, Popular Mechanics 
outpulled all other publications. 


An agency before placing some automo- 
tive copy checked up among owners and 
found Popular Mechanics the favorite 


| merviigy 
lagapine 


200 East Ontario Street, Chicago * New York « Detroit * Columbus 


800 sales. 


produced more than all pho- 


anywhere for any goods 


| lion. 
are not even tabulated, but which | 


|}money” will be 


asserting that there is a possibility 
that this can be done, and that the 
resultant data would be of great 
interest to marketers. 

The entire Friday 
session of the meeting was devoted 
to discussion of the census and of 
business indexes. Lyman 
Servel, Inc., told the group that 
presentation of material from the 
1940 census has helped his company 
by inducing distributors to set their 
own quotas—and as a result of the 
sales opportunities turned up by 
the census, distributors have fre- 
quently set them — substantially 
higher than the company had dared 
to hope. 

Everitt Smith, Macfadden Pub- 
lications, pointed out that income 
for the first quarter of 1941 was 
191% billion, up to 10 per cent from 
last year, and that wages and sal- 
aries may total 51 billion by the 
end of the year, compared with the 
previous peak, in 1929, of 52 bil- 
There are more persons em- 
ployed now 
said, and the current period may be 


called one of “middle income pros- | 


perity,” affecting chiefly those in 
the $1,000 to $3,500 group. 

The market of today and of the 
future depends on the large masses 
which now have “loose money’’— 
that is, money above the necessi- 
ties level which they can spend for 


| discretionary purposes. He has de- 


veloped an index of this “discre- 
tionary buying power,” he 
which now stands at 301 compared 
to 100 in the base year of 1935, 
and will probably hit 320 by the 
end of the year. 

Housing and eating habits of this 


|large middle class group have not 


changed greatly as yet, Mr. Smith 
said, most of the available “discre- 
tionary buying power” currently 
going into such things as furniture, 
house furnishings, appliances, auto- 
mobiles, etc. How this 
spent in the fu- 
ture, he said, will depend largely 


|}upon advertising and salesmanship. 


| Increases Ad Rates 


Beverage Times, New York, will 
increase its advertising rates effec- 
tive July 1, due to recent increases 
in circulation. 


morning| 


Hill, of | 


than ever before, he | 


said, | 


“loose | 


Climbing Birth 
Rate Shown for 
United States 


Washington, D. C., June 24.- 
Along with other booming indexe. , 
the baby market is on the upgrad: 
according to Census Bureau statis 
tics. If the nation’s birth rate « 
the first four months is maintaine 
for the rest of the year, an 1l-ye: 
mark will be established. 

Contradicting earlier reports th: : 

the long-range tendency of t! 
national birth rate was downwar 
Dr. Halbert L. Dunn, Census stati: - 
tician, declared: “It now appea 
that the birth rate for the Unite | 
States is definitely increasing.” H 
said that recent predictions th: ' 
| barely enough children were bei: 
born to replace the present gene: 
tion were based upon birth a 
death rates prevailing before 193) 
but that current indices forecast 
increase in population of about 
|per cent per generation. 
This population gain is antic'- 
|pated despite a 1940 death rate 
|which was slightly greater thin 
that for 1939, 10.8 per 1,000 popu- 
‘lation, compared with 10.6. Last 
|year’s rate was based on actual! 
| Census count, while the 1939 figures 
| were based on population estimates 
| since no up-to-date Census statistics 
were then available. 

About 20,000 more babies were 
| born in this country during the first 
|four months of this year than in 
| the same 1940 period, according to 
|provisional reports from 43 
and the District of Columbia. If 
|this pace is maintained, the 194] 
birth rate will be 18.5 per 1,000 
population. This figure approaches 
|the latest reported German birth 
rate—18.8 per 1,000 population in 
1937. 


states 


| Resigns Account 


Los Angeles, June 27. — Erwin, 
| Wasey & Co., Los Angeles, has re- 
signed the account of MacMillan 
Petroleum Corporation, refiner of 
MacMillan Ring Free motor oil 
The agency has handled the Ring 
| Free account since its inception ten 
years ago. 


INFLUENCE OF 


DEFENSE CONTRACTS 


ON 


CONSUMER PURCHASING 


The June Dun’s Review presents further figures in the series 


of special studies of defense contracts and their influence on 


consumer purchasing: 


100 selected industrial areas in Federal Reserve 


districts: contracts by kinds of orders and estimated 


resulting per capita purchasing power; 


Brief descriptions of the effect of the Defense 


Program in 700 communities as reported by the 


Dun & Brapstrreet field 


Also included are: 


force: 


summary of defense contracts: 


State totals; Government financed defense plant 


expansion; privately financed defense plant expan- 


Ss1On, ctc. 


Reprints of this material are now available. 


copies will be sent to executives 


Kindly address: Dun’s Review, 


Complimentary 


inquiring on business letterheads. 


290 Broadway, New York, N. Y. 
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| in Philadelphia © 


° = 
14) 
- eee Inquirer is FIRST 
: in Philadelphi 
In 
T YEAR, your Philadelphia in laae ) Id 
a advertising cannot afford a Paul Mallon, Raymond Clapper, Hugh S. Johnson, Westbrook 
lan e . . . . 
; vacation. As Philadelphia indus- Pegler, B. C. Forbes, Mark Sullivan are just a few of the many 
a try forges ahead in the defense | eminent modern writers who help to make The Inquirer pre- 
—_ ; ; : eminent in news and features. In advertising volume, The 
- effort, with awards exceeding $1,770,000,000, Inquirer has been FIRST for seven consecutive years. In 1940 
there can be no pause in the roar of machines The Inquirer led the next nearest paper by more than 
, 3,000,000 lines and was first in department store advertising, 
or in the flow of payroll dollars. In any year, Ni win 
first in women’s specialty shops, first in total retail, in national, 
N Philadelphia is a tremendous market; in in financial, in classified, in TOTAL advertising. 
manufacturing, Philadelphia exceeds four 
Pi b h , t bil ‘ . Pl ] Don't let anyone tell you that the Phila- tal awards to Norristown are $629,643. 
ittsburghs; in automobile registrations lila- delphia Market stops at the municipal 
~~" - 7 boundaries. You want city circulation, CLIFTON HEIGHTS~ DARBY 
delphia exceeds three Bostons; in wholesale of course, but is that all you want? For Clifton Heights is located in Delaware 
” page ag owt Boag wae busy cities County, LL miles southwest of Phila- 
° ° ° the Philade istrict are: ‘Iphia. Princips dustries: Textiles 
- sales, Philadelphia exceeds three Baltimores. 7 nie roel eee 
NORRISTOWN sl and wooten yarns. . — awards 
° . ° 6 ° ° to the Kent Manufacturing Company 
Today, with its prodigious business expansion, Norristown is the county seat of Mont- here for uniform cloth and flannel 
' gomery County, 19 miles northwest shirting amount to $1,620,013. Darby 
the “Arsenal of America” offers the greatest of Philadelphia. Principal Industries: is located in Delaware County, 8 miles 
Yarns, hosiery, iron and steel, tubing — southwest of Philadelphia. Principal 
° °.% . machinery. Three companies principal- Industries: Textiles, lumber products. 
selling opportunities in a decade. Are you get- ly share ingthe defense orders in Norris- The Sure-Fit Products Company here 
‘ ‘ town: Rambo and Regar Company is busy turning out barrack bags, mat- 
ting your full share of the vast new prosperity ($205,176 for socks), Philadelphia Air tress covers, trousers and mosquito 
Transport Company ($157,836 for film bars for defense needs. Orders amount- 
in the Philadelphia district? dryers and developer assemblies) and ing to $994,078 have been given to 
Chas. Herbert ($161,882 for socks). To- this company. 
The Ar hiladely hia Aln wirer 
ary ) 
. For 112 Years a Philadelphia Institution 


DAILY circulation exceeds 400,000 SUNDAY circulation exceeds 1,000,000 
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Display Men See 
Opportunity in 
Trade Expansion 


Point to Larger Role in| 


Adequate Presentation 
of Merchandise 


By FRANK HICKS 


Chicago, June 25.— Those invis- 
ible fingers which reach out from 
window and other displays to clutch 
the passerby and steer him to a 
sale will continue to wield an even 
more potent force in the merchan- 
dising world, judging from the way 
exhibitors at the 44th annual con- 
vention of the International As- 
sociation of Display Men are pre- 
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paring to be something more than 
mere eddies in the rising tide of 
|business. Already formidable dis- 
|play machinery is being geared to 
maintain pace with the uptrend, 
and the originality being displayed 
|in new equipment and materials is 
jtacit proof that there still are 
plenty of new frontiers left in the 
business world. 

Take, for instance, that day this 


|the Brueser Studios, New York, 
happened by a pier where South 
| American palm mats were being 
| unloaded, destined for such a lowly 
|task as a garden mulch. The mats, 
| more than six feet square and 


|maize in color, looked like good 
display background material. 
Already they are fullfilling that 
destiny. What’s more, they’re be- 


ing rolled up to assume show win- 
dow caricatures for such things as 
horses and whatever else the imagi- 
native display men can concoct. 
There’s Clemens Scheur, also of 
New York, whose achievements 
with lucite, a du Pont product, run 
the gamut from transparent Christ- 
mas trees to a sure-enough row- 
boat. The achievements of Greg- 
gory, Inc., Chicago, in putting 
Cornell board through big steam 
| Presses to achieve every imaginable 
|shape for display purposes is some- 
thing at once new and startling. 


spring when Miss Eve Brueser of | 


As H. J. Felsenthal pointed out, 
the Grand Rapids Fibre Cord Com- 
pany 


is pioneering in the display | 


field with a cellulose filler wrapped | 


in fireproof crepe paper to produce 
such display materials as pipings, 
edgings, block lettering, script in a 
variety of colors and_ three-di- 
mensional effects. The results, he 
says, are very encouraging. 


Plastics Figure Heavily 


Plastics are giving display men a 
Roman holiday in the preparation 
|of new effects, the incentive display 
'designers seeming to have an end- 
|less source of startling new devices, 
|thanks to the genies of the chem- 
|ical laboratories and their magic 
j}test tubes. Joining in this rush 
| across the frontiers of science are 
the Sherwin-Williams Company in 
the field of new color applications 
and the Fluorescent Pigments Cor- 
poration, New York, which, after a 
year of experimenting, is just 
bringing out a luminous liquid 
plastic which, after being cxposed 
to the light, has the quality of con- 
tinuing to glow in the dark. 

Sensing the larger role to be 
| played in the merchandising world, 
|the display men were advised by 
Frank G. Bingham, display direc- 
tor for Robertson Brothers, South 
Bend, to make the profession an 
objective for their best efforts. He 
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circulation over the other Houston newspapers is worth in 
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ADDITIONAL retail sales! 


Take The Chronicle’s leadership of 14,107 Houston 
families daily over the second Houston newspaper 


family spends each year in Houston retail stores... 


. Multiply it by the $1804 


The answer is $25,449,028 


EXTRA city the size of Joliet, HL, 


In the case of Houston’s third newspaper, The Chron- 
icle’s leadership of 15,258 represents $27,525,432 a 
year in ADDITIONAL retail spending power . 
much as an EXTRA city the size of Stamford, Conn., 


spends annually! 
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of Houston business. 
941, A. B. C. Pub. Statements 


National Reoresentatives 


urged an expansion of the display | 


man’s place in the store picture. 
“The display man of today is far 

removed from the window trim- 

mer of yesterday,” observed Laszlo 


| Gabor, display director, Kaufman’s, 


Pittsburgh, and professor at the 
Carnegie Institute of Technology. 
The _ profession 
greater understanding of architec- 
ture, he said, in order to create 
three -dimensional effects behind 
plate glass. He put forth the work 
shop as the place for imaginative 
display men to achieve new and 
unusual effects at minimum ex- 
pense. 


Cover Every Phase 


A larger view of the display 
man’s job also was taken by George 
Bailey, field supervisor, Sears, Roe- 
buck & Co., who pointed out that 
“display is merchandise presenta- 
tion and should cover every phase 
of that activity, starting with tie 
windows and including every 
presentation of merchandise in the 
store whether it be table, showcase 


or trim.” 

Window displays have the ad- 
vantage of realism, color, lighting 
effects, action and animation, said 


Maurice T. Reilly, 
business 


a member of the 
and research division of 


the Chicago Tribune, who also noted | 


that newspapers have the advan- 
tage of mobility with the printed 
page carrying its merchandising 
story far and wide. Edward T. 
Sajous, executive secretary of the 
Point of Purchase Advertising In- 
stitute, told the convention of the 


institute’s work which is corre- 


| lated with the objectives of display. 


Sears, 


“The idea that you must provide 
personal attention for every cus- 
tomer in the store is strictly ‘horse 


and buggy’ thinking,” 
of Dan Hines, 
Roebuck 
the self-serve 
tomers as a 


in the opinion 
field supervisor 
& Co., who views 
preferences of cus- 
great opportunity for 


| display men in the adequate presen- 


| 


tation of goods. 

display director, 
& Co., Chicago, 
formation 


Leslie V. Barofsky, 
Morris B. Sachs 
recalled in an in- 
quiz in which several 


joined that the panel leader, Carl 
V. Haecker, national display man- 
ager, Montgomery Ward & Co., once | 
said that “most stores have a 
‘Queen Anne’ front and a ‘Mary 
Ann’ behind.” 

J. E. Vent, Rike-Kumler Com- 


pany, Dayton, won 
the association’s 
competition. 
H. Garfinkel, Peck’s, 
Mo., who also won the ladies’ wear 
sweepstakes. Third place went to 
D. S. Ford, Consumers Power Com- 
pany, Jackson, Mich., who won the 
utilities sweepstakes. Joseph Apol- 
insky, of Loveman, Joseph & Loeb, 
Birmingham, won fourth place and 
the men’s and boys’ wear 
stakes. R. Staines, of Vandevers, 


first 
window 
Second place 


display 
went to 
Kansas City, 


Tulsa, was s‘xth, and J. R. Stewart, 
of Barker Bros., Los Angeles, was 
seventh and won the furniture | 


sweepstakes. 


Zimmerman to Chrysler 


Paul B. Zimmerman, vice-presi- 
dent and treasurer of Grace 
Bement, Inc., 
has resigned to 
become vice- 
president and 
general sales 
manager of the 
Airtemp division 
of Chrysler Cor- 
poration, with 


headquarters at 
Dayton. Zim- 
merman came to 
Grace & Bement 
in 1939 from 
Norge division of 
Borg - Warner 
Corporation, where 
charge of sales and 
president. For 20 
his connection with Norge he had 
been a sales and advertising official 
for the General Electric Company. 
In his capacity as merchandising 
counsel with Grace & Bement, 
which acts as merchandising and 
advertising agency for Airtemp, 
Mr. Zimmerman has been in close 
contact with division problems. 


Moves Offices 


P. B. Zimmerman 


he had been in 
assistant to the 
years prior to 


The Dairyland News, farm paper, | 
busi- | 


has moved its editorial and 
ness Office from Madison to Water- 
loo, Wis. 


should have aj} 


for | 


place in| 


sweep- | 


or 5 A DARE 


Dare! Dare! Double dare! 
Compare SWAN with any old-style heating soap! 


— 
Nami he hae ee at oe 
i ane ant bk, 


Save with SWAN SOAP “—>—>— 


Current competitive copy between th 
soap giants, Lever Bros. Company an 
Procter & Gamble, includes this new 
paper ad double-daring consumers + 
take a bar of Swan and “any old-typ 
floating soap" in hand and feel the di 
ference. Copy promises “double yo 
money back if you don't say Swan's swel! 


Lever Bros. Denies 
P&G Charges, Asks 
Dismissal of Suit 


| Cincinnati, June 24.—Formal ce- 
nial of charges that Lever Bros, 
Company competed unfairly with 
Procter & Gamble Company in put- 
ting Swan soap on the market was 
on file in federal court this week as 
Lever Bros. attorneys moved for 
dismissal of the case. 

Court attaches believe it unlikely 
that the case will be called for trial 
before September, leaving the quar- 
rel between the two soap manutac- 
turing titans up in the air for at 
least several more months. Lever 
Bros., in a separate action filed at 
Baltimore, Md., charges P. & G. in- 
fringement on a soap product and 
process protected by patents. In 
both cases, injunctions are sought 

Answering the P. & G. een on 
filed at Cincinnati, charging im 
| tion of Ivory soap, Lever Bros. at- 
torneys contended that Swan is 
made and sold under its own pat- 
ents, and denied that widely-adver- 
tised characteristics of Ivory 
are qualities exclusive to the Proc- 
ter & Gamble product. “The qual- 
ity of floating is and for many yea) 
has been the common and general 
|} popular character of soap manufac 
tured by others than Procter & 
Gamble Company,’ the = answer 
stated. 

Concerning P. & G. allegat 
that size, shape and other character- 
istics of Ivory were simulated by 
Swan, the Lever Bros. answer said 
these were “functional and essen- 
tial to convenient manufacture, stor- 
age, distribution and _ sale” ts 
| products and were “not unique and 
distinctive.” Lever Bros. admitted 
'that its extensive advertising of 
| Swan soap since January, 1941, re- 
| ferred to the “odor, shape and sev- 
| erability” of Swan and_ that 
| qualities as a soap for babie: 
been proclaimed, but it denied thes 
references were in simulation of P 
& |& G. advertising. 


soap 


With Over 52,000 - 
Daily Circulation: ae 


Sioux City leads every city in 
the state as a wholesale city. 
Ranks eighth in the stock- 
yards industry in the United 
States. j 
1940 it showed the — 
percentage of gain in livestock 
receipts in the entire ——_ 
industry. ; : 
eee : 
Ceneral Advertising Representative of The par 
NOEE, ROTHENBURG & JANN 
New York - Chicago - Detroit - Su remtinp 
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Owners and Operators of Station KSCJ : 
Power: 5,000 Day and Night : 
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| New Yorker ! 
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roc- 
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THE STUYVESANTS 
like to tell you that New 
ter- York is their home town. 
1 by < ’ 
id Maybe itis. but they arent 
none home much! They winter 
oa on their large estates in 
hap Florida or on some snooty 
re- cay, and summer in Maine. For diversion they 
sev- , 
its § dash to Aiken or Newport. Dude ranching 
ane and deep-sea fishing take them out of New 
f P 


York. The Stuyvesant heir is schooled at Cam- 
bridge or New Haven. And daughter is away 
at Bryn Mawr or Wellesley. Before the war, 
the Stuyvesants were partial to expensive 
world cruises. 


Sweeney travels too. But on the whole. he 


is away from New York considerably less 
than Stuyvesant. When Sweeney travels, he 
never loses his love for 42nd and Broadway. 
Yet often as not, he wasn’t born in New York. 
Trace his birthplace, and you'll find a farm 


near Keokuk, lowa, a cross-road town in Penn- 


NEWS BUILDING, Vew }ork ” 


TRIBUNE TOWER, (Chicago ° 


sylvania, a little city in Illinois. Sweeney 
in the aggregate is a cross-section of the 
nation. 

The Sweeneys of New York have the 
same ambitions, aspirations, and hopes 
as middle-incomed Americans every- 
where. They want a comfortable home 


in which to raise children 


and strive to give 
the offspring a better education than the 
parents had. They want the comforts and 
luxuries of life—mechanical refrigeration, oil 
burners, radios, furniture they can be proud 
of, clothes cut in the latest styles. And they 
are constantly trading up. When they 
buy their first popular priced car, they 
are already planning on a higher 
priced automobile. 

Sweeney has a sense of proprietor. 
ship in New York. He feels that it is his city. 
And it is! Millions of Sweeneys make metro- 
politan New York the greatest market in 


America. New York is the greatest manufac- 


NEW YORK'S 


-.. AVERAGE MAY NET PAID CIRCULATION EXCEEDED 1,975,000 oany.. . 3,600,000 sunoay 


NEWS | 


PICTURE NEWSPAPER | } 
155 MONTGOMERY STREET, Sun Francisco 


Fifth Avenue and 12nd Street before the Public Library 


turing city in the country. It has 35,421 fae- 
tories, employing 664.000 people. New York 
is the greatest retail marketplace in America. 
Some 115,000 retail establishments have 
annual sales of $3,192.594,000. And New 
York is the world’s greatest wholesale center— 
24.000 wholesale establishments have annual 
sales exceeding $12,954,252,000. In New 
York, the colossus of commerce and beehive 
of buying, most people are Sweeneys. 

If you have merchandise to sell, Tell it to 
Sweeney—in The News. The News is Amer- 
ica’s largest newspaper. It is read by seven 

families in ten in New York City. And it 

has more suburban circulation than any 
other newspaper. It carries your sales 
message to several million minds, opens 
the largest number of doors and pocket- 
books. The News is a huge key unlocking the 


marketplace of New York—where millions of 


Sweeneys spend billions of dollars! Are you 
using it enough this year? Mm 
i 
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‘McCall's’ Issues 
Second Report on 
Readership Aspects 


New York, June 25.—The second |Company 
part of its continuing study of the | chairman of the 
magazine 
readership was released here today 


qualitative aspects of 


by McCall Corporation with 


explanation that results of the two | 
, do 
not differ materially, thus tending | Brown, 


studies, made two years apart 


the |Association of 


t 

| to validate both sections of the sur- 
vey to date. 

| Authors of this new part in the 
broad investigation to determine 

| what women read magazines and 

|why, are H. M. 

| Warren, assistant 


igeneral sales 
|manager, Na- 
|tional Carbon 

and 


research 
|mittee of 


com- 
the 


National Adver- 
tisers; Robert B. 
assistant 
|vice - president, 


NEWSPAPER 
Advertising MEN 


There's something NEW un- 
der the sun! It’s the OREN 
ARBOGUST PLAN to help 
newspapers sell more LOCAL 
linage. It had its trial flight 
last January 6th in seventeen 
newspapers. Today it is no 
longer theory. It takes a load 
off the minds of local man- 
agers. promotion managers; 
gets unparalleled acceptance 
from merchants and ad agen- 
sells merchants on con- 
(read that again); 
sells brand new local  ae- 
counts; sells old advertisers 
on increased and regular ad- 
vertising. Here are a FEW 
famous users: Chicago Daily 
News, Cineinnati Enquirer, 
Davenport Times and Demo- 
crat, Houston Chronicle, Rich- 
mond News-Leader, Veoria 
Journal-Transcript. WRITE us 
for descriptive brochure. 


OREN ARBOGUST 
ADVERTISING 
Thirty N. Michigan Ave, 
CHICAGO 


| 


cies: 
tinuity 


| Bristol Myers 
| Company; and 
Victor H. Pelz, sales research direc- 
tor, General Foods Sales Company. 
The second study differs from the 
initial work (reported in ADVERTIS- 
ING AGE Oct. 23, 1939) in that the 
new authors arranged for personal 
|interviews with more than 5,000 
women, under the direction of the 
| Psychological Corporation. 
|as their premise the belief that the 
only reason for the existence of any 
| product is the satisfaction of human 
|needs and desires, the authors held 
that “the interests of people are the 
| best measure of markets. And the 
great strength of 
magazines, as 
compared with 
other media, is 
that they are 
selective of peo- 
ple and markets 
by interests.” 
Three kinds of 
data were 
cured by investi- 
gators who ques- 
tioned represen- 
tative women 
readers of maga- 
zines: the 
situation, marital status, age group; 
standard of living, etc.; the reading 
| interests of these magazine-reading 
| women; and the degree of interest 


H. M. Warren 


se- 


Robert B. Brown 


| American Home, Better Homes & 


BACK IN 1923, WE 
DID HAVE A BABY 
SQUAWK (250 W). 


AND IN 1936 WE 
GREW UP SOME 
(1000 W). 


BUT NOW QUR 


VO/CE HAS 
CHANGED / 


"? 5000 


WATTS 


(AUTHORIZED ) 
DAY AND NIGHT 


WSYR "the old reliable" 
is a familiar voice to 
1,000,000 persons in Cen- 
tral New York. Survey 
after Survey prove that 
WSYR in Central New 
York is tops. 


WSYR 


SYRACUSE, N. Y. 


5000 W. (auTHoRizeo) 570 K.C. 


AN H.C. WILDER STATION «+ REPRESENTED BY RAYMER 


N. B.C. 


Taking | 


life | 


|they displayed in specific maga- 
| ° e . 

zines. The data deals with 21} 
|magazines, American Magazine, 


Gardens, Collier’s, Cosmopolitan, 
Good Housekeeping, Household, | 
Ladies’ Home Journal, Liberty, Life, | 
Look, McCall's, National Geo- 
graphic, Newsweek, Parents’, Red- 
book, The Saturday Evening Post, 
Time, True Confessions, True Story 
and Woman's Home Companion. 


Interests Little Changed 


The study attached special sig- 
nificance to the fact that the first | 
five major reading interests of all 
women in magazines, both in the 
1941 and 1939 research, are fiction, 
food, personal 
appearance, cur- 
rent events and 
home decoration, 
Despite spread- 
ing wars. since 
1939 — after the 
initial study was 
made women 
were found to 
be still more 
|concerned' with 
romance, them- 
selves, their 
lfamilies and 
| their homes than 


¥ 


Victor H. Pelz 


they were with current events 
either at home or abroad. Pictures 
remain as the sixth major maga- 


zine-reading interest of women. 
But home management, the 10th 
interest in 1939, has risen to seventh 
among women of today. 

The research trio, in other sec- 
tions of the study, determined 
modification of readership interest 
by such factors standards of 
living, age groups, marital status, 
homemaking responsibilities and 
employment outside the home. 
They were able to determine not 
only the obvious difference between | 
prosperous and poor women’s inter- | 
est in food but also the exact| 
extent of difference. By integrat- | 
ing the data, the study was able to | 


as 


furnish current answers to such 
questions as these: “Of the total 
circulation of Magazine A, what) 


percentage consists of women who 
are keenly interested in that maga- 
zine and who are also 25 to 34 years 
of age?” and “Of the total circula- 
tion of Magazine B what percentage 
consists of women who are keenly | 
interested in that publication and 
who are also single women?” 

In tabular form, the report pro- 
vides a picture, for each magazine, 
of the share of each magazine's 
total circulation which falls simul- 
taneously into two _ categories—a 
“life situation” and a keen interest 
in magazine, or a keen interest in 
magazine and an interest in a spe- 
cific subject matter. Summarizing 


the study, the authors state that 
magazine advertisers “can buy 
space with more assurance that 


they are reaching, through a given 
magazine, women prospects who 
are so situated in life that they can 
enjoy his product, who are inter- 
ested in the type of service his 
product performs, and who are 
genuinely interested in that maga- 
zine.” 

Copies of the first two parts of 
“A Qualitative Study of Magazines” 
are available from the research 
department, McCall Corporation, at 
$10 each. Another three-man com- 
mittee is exploring other aspects in 
| the qualitative study and hopes to 
complete its field work in the fall. 


WILL EXPAND SCOPE 
OF MAGAZINE RESEARCH 
| New York, June 26.—Following 
completion of the fourth issue of 
the continuing study of magazine 
audiences sponsored by Life, the 
committee in charge of this work 
announced today that it will expand 
its research activities to encompass 
projects commissioned by other 
magazine publishers, applying the 
techniques and some of the findings 
developed during the course of the 
Life work. 
Although 
activities for 


will continue 
the latter magazine, 
the committee will henceforth be 
known the Magazine Audience 
Group and will operate as an inde- 


it its 


as 


pendent research and consulting 
organization. The members who 
have been in charge of the Life 
studies will comprise the new 


group’s operating board. They are 


Paul T. Cherington, of McKinsey & 
Theodore 


Co., chairman; Professor 


H. Brown, Graduate School of Busi- 
ness Administration, Harvard Uni- 
versity; Professor Samuel S. Wilks, 
Princeton University; and Archi- 
bald M. Crossley, of Crossley, Inc. 
Specialists in psychology, public 
relations and media analysis will 
be added consultants. 
Whenever research project 


as 


a is 


| to be sponsored by a magazine pub- 


lisher two representatives of the 
company will sit with the board in 
discussing the undertaking. The 
Magazine Audience Group, how- 
ever, reserves the right to make 
final decisions on all phases of 
research work it undertakes and to 
edit or approve for publication re- 
ports of any findings supervised 
by it. 

In thus expanding the scope of 
its work for Life, the Group will 
presumably move beyond the quan- 
titative studies it has thus far con- 
ducted and enter the domain of 
qualitative analysis of magazine 
audiences, readership and advertis- 
ing. 


Campaign Expanded 


By Citrus Growers 


The Florida Citrus Commission 
has begun an expanded campaign 


Chicago Papers 
Resume After 
Outlaw Strike 


Chicago, June 27.— Compositors 
at the Chicago Times, News and 
Herald - American went back t 
their posts at 4:30 p. m. yesterday 
after a day’s unauthorized strik: 
over wages during which the thre: 
newspapers put out limited editions 
Printers at the Chicago Tribun: 
and the Chicago Journal of Com 
merce did not go out. 

The News got its type set a 
Cuneo’s, Milwaukee, for yesterday’ 
paper while the Herald-America 
had its type set in the shop of th: 
Milwaukee Sentinel. The Tim 
resourcefully used its own facilitie 
presenting the news with plat 
made from typewritten pages, eve 
including the movie directory, an 
stack type for its heads. The Tim: 
missed no editions and was litt! 


|late hitting the streets. 


The old wage contract betwe« 
the printers and publishers expir: 


|June 11 and negotiations for a ne 


of promotion of canned citrus fruits | 


and juices using magazines, news- 


paper Sunday supplements, and 
spot radio announcements over 50 
stations. 


Full-page color layouts are sched- 
uled for The American Weekly and 
This Week, and smaller advertise- 
ments in Colliers’, Ladies’ Home 
Journal, Liberty, Life, 


Look, The | 


Saturday Evening Post, Sunset and | 


in Canada Maclean’s Magazine and 
Canadian Home Journal. L. W. 
Marvin advertising manager of 
the Florida Citrus Commission and 
Arthur Kudner, Inc., New York, is 
the agency. 


is 


Advertising Distributors 
Meet in Chicago July 4-5 


The Trade Association of Adver- 
tising Distributors will have _ its 
annual convention in Chicago July 
4-5, with Stevens Hotel as head- 
quarters. 

The Big 4 Advertising Carriers, 
Chicago, will play the part of host 
to the national group. 


Opens Own Agency 

Earle V. Weller, former West 
Coast manager for Campbell- 
Ewald Company and past president 
of the San Francisco Advertising 
Club, has opened his own adver- 
tising and publicity agency at 700 
Montgomery street, San Francisco. 


| 
| 


| 


contract have been under way sin 

Feb. 11. Any new contract pro, 

sions will be retroactive to Ju 

11. Under the old contract printers 
got $1.60 an hour for day work and 
$1.71 an hour for night work, mak- 
ing a weekly wage for a 36'4-hou 
week of $58 for the day side and 
$62 for the night side. Both local 
and national union officials d 
avowed the action of the newspa- 
per union chapels in their strik: 


Segall Adds Three 

Edward Brash, formerly wit! 
O’Connor Moffatt & Co.; Henry J 
Rogers, Jr., former advertising 
manager of Mission Merchants 
News; and Gene Goldsmith, forme: 
associate editor of Stage and pro- 
motion manager for Keesing & 
Sons, publisher, have joined Theo 
dore H. Segall Advertising Agency, 
San Francisco. 


(2 Lb weil bea Pris, 


by if he were alive today and had \ 
dig up ideas for ad men. Not so the 
staff of Roto-Lith., We double dare 
you to stump us. Phone for our con- 
sultant. 


ROJO-LITH CO. 


201 N. WELLS ST. CHICAGO 
DEA. 8SS7 + HEM. 2211. 


This is Junior, 


His father’s delight, but dopey. 
His sense of timing is warped. 
Success eludes him. 

But SM, will help! 


See Esquire’s ad on pag 
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Never Underestimate the Power of a Woman ! 


‘ 
| 7 Ls , 
i yd Sy rs ms Z 
f Va " ian ad ; re — 9 a 
(g v|(& Mani : an \ Be ait ==\ Sy ‘ 
| eal} SSO a = f ; 
| i Ly $ \ ie wT 
| va! re >> ™ ¢ WZ aa (sp Pere 
. Oe A Zee & Po ty 1 (* 
; 4 q c- - R XK Y . = 2 7 
Cs © gh eg Bs SX ms 4," fo B bf i TENT : 
: 8" Y Pa SS Pa Ose §) 60! 
: i £5 ® B det BR niiniag@ 10g) ¥ 
| Ve gp SN aie AL? 9 ads 
. Set: icc ireeg WA . 
LA S ~_ rs - 
: SASF LG 
, Th , 
. Journals advertising | 
reve eventag 
— | ne forthe fies [= 
~ = | moths is up ¥ 
ee. P 637932 |. 
Co) a £ ee einamsntsmancene: if tn rial Hom 
——, -) a < oe E 
‘ae 2 fS\YOURNAL 
) ep Pe OT 
JOE AMD, i . fp | 
y ly p Q- y S / | Pe 
9 By wm , \' — | A ~, —— 
ae | © ty . ! - 
eens A WY) ly ~ a eg aa 2 
ayn raed nm _—— ua ra aches agit : 
Wea \ a iia 
: / — ‘ ————  ~ 
Oe ae 
Nee Pee —— 3 an EP le 
we im wz » . ~ eA COE 
~~ an asians we wl 
ee if THE LARGEST AUDITED MAGAZINE CIRCULATION IN THE WORLD—CURRENTLY 3,850,000 | 


10 


ie i 


ADVERTISING AGE 


June 30, 194) 


Secondary Value of 
Trademarks Upheld 
in Esquire Case 


Florida Decision Gives 
Owners of Marks Bet-. 
ter Protection 


Chicago, June 25.—Protection of 
secondary trademark values which | 
may prove of substantial benefit to 
advertisers as well as publishers is 
likely to flow from the Esquire de- 
the United States District 
Court at Miami, Fla., reported in 
the June 23 issue of ADVERTISING 
Ace. The decision of the court ex- | 
tended the rights of the owners of 
the magazine trademark far beyond | 
the immediate field of publishing, 
and thus implied secondary rights 
which should be of great value to | 
all other owners of brand names | 
and trademarks. 

In his decision Judge John W. 
Holland, who presides over the fed- 
eral court for the southern district 
of Florida, discussed the rights and 
interests of the magazine as related 
to the business of the defendant, 
the Esquire Bar of Miami, in the 
following interesting terms: 

“Plaintiff and its immediate pre- 
decessor have been in business con- 
1933, operating 
Esquire, which 


cision by 


tinuously since 
under the name 
business relates primarily to a 
publication of originality, class and 
distinction, sold under the name 
Esquire, and has built up an ex- | 
tensive business and good will | 
under its trademark or trade name | 
Esquire. 
Has Secondary Meaning 

“As a result of this good will and | 
extensive sales and advertising by 
the plaintiff, the name Esquire has 
acquired a secondary meaning in 
the mind of the purchasing public, 
referring to plaintiff wherever and 
whenever used in connection with | 
any of the objects or things treated | 
in plaintiff's Esquire publication, | 
particularly articles and things of | 
interest to men, including foods, | 
drinks, wines, liquors, clothes, fash- 


ions and the theater, clubs and} 
other places of amusement. 
“Defendant operates an_ estab-| 


lishment in Miami, Fla., where it | 
wilfully and deliberately adopted | 
and used the name Esquire for and 
in connection with its place of busi- | 
ness, where foods, beverages, wines | 
and liquors are sold to the public | 
and where it wilfully and delib- 
erately featured the name Esquire | 
on its signs, on its premises, on its | 
service napkins, on its waiters’ 
jackets, on its menus, on its wine 
list and in its advertisements, and | 
in its advertisements in the Miami | 
daily papers of general circulation, | 
both before and after the filing of | 
the original and supplemental bills | 
of complaint filed herein. 
“Defendant’s use of plaintiff's 
name Esquire is calculated to and 


} 


---more than just 
a radio station -- 


a Baltimore 
institution! 


EDWARD PETRY & CQ. ———— 


GOING MUTUAL--OCTOBER 1 


does cause the public to believe 
there is some connection between 
the two, either that the plaintiff 


owns or controls the business of the 
defendant or sponsors it, or is given 
leave to conduct the business under 
some contract, and that the defend- 


ant’s business has the approval of | 


the plaintiff or that the defendant's 
business is in some manner related 
to the plaintiff’s business. 

“The defendant is guilty of wilful 
and deliberate unfair competition 
in viOlation of plaintiff’s rights both 
before and since filing the original 
and supplemental bills of complaint 
herein.” 


Two Have Permission 


The ruling of the court with ref- 
erence to the secondary meaning of 


the trade name in question is based 
not so much on a technical defini- 
tion of trademark protection, but in 
consideration of the Clayton act, 
and supplementary laws on unfair 
competition. The court’s position 
that a trademark may be used out- 
side the limited field within which 
it is employed by the owner, in 
such a way as to damage the latter, 
is the fact chiefly emphasized by 
advertising and publishing execu- 


tives, as well as by patent attorneys | 


and other experts in the field of 
trademark and patent protection. 
Esquire, Inc., authorized Esquire 
Theater, Chicago, and the Book- 
Cadillac Hotel, Detroit, to use its 
name several years ago, but since 
that time it has decided not to per- 
mit any other company to make 


use of the name. The Book- 
room which carries out the theme 
of the magazine in somewhat the 
same style employed by Esquire Bar 
at Miami, and the publishing com- 
pany assumes that this may have 
suggested unauthorized uses _ to 
others. 


Wins Fishing Trip 

Robert Harbour, Allen & Jami- 
son Company, Tuscaloosa, Ala., has 
been awarded first prize in Fisher- 
men’s Week window display com- 
petition sponsored by Sporting 
Goods Dealer, St. Louis, for a win- 
dow depicting the inside of a fish- 
ing cabin. Mr. Harbour wins a 
two-week all-expense fishing trip 
to Minnesota. 


Adds Robertson 


Cadillac employs it in a handsome | 


John C. Robertson, formerly wit} 
Ferry-Hanly Company and J. Wa}- 
ter Thompson Company in Chicag 
has been added to the staff of N. A 
Winter Advertising Agency, De 
Moines, as copywriter and accoun! 
executive. 


Joins McCann-Erickson 


Robert L. Smock, formerly co; 
tinuity editor of Station WIR} 
Indianapolis, has joined McCan; 
Erickson, Inc., Chicago, on_ th, 
agency’s radio staff. 


Publishes New Magazine 


Medical Economics, Ine., Rut! 
erford, N. J., has begun publicati, 
of a new magazine, Medical Ma) 
keting. It is to appear every oth, 


i! month. 


POSY-PROUD IS FATHER... proud of his prow- 
ess as a gardener! Not that he’s pinning fragrant 
medals on himself; but whether it’s bachelor’s but- 
tons or begonias, cosmos or calendulas, dahlias or 
delphinium, he’s an expert on the subject... and 


doesn’t care who knows it! 


“Gardening; he muses, “is one of the few sane 
things left in a crazy world. Takes your mind off 
front page scare-heads. Brings you back to Nature. 
Gives you peace, serenity, contentment. Gives you 
something to watch, to grow, to live for. And keeps 


your health at par!” 


Better Homes & Gardens, more than any other 
single force in America, has encouraged this “wear- 
ing of the green’:..this great garden-enthusiasm 
not only on the part of women but he-men. For 
almost 20 years it has been emotionally attuned to 
people who know what it means to dig for happiness 
-..to harvest health and worthwhile living right 


in their own back yard. 


That's why you find Better Homes & Gardens the 


IT TAKES EMOTION TO MOVE 
MERCHANDISE... 
BETTER HOMES & GARDENS IS 


book-of-the-month in more than 2,200,000 fam- 
ilies interested in suburban living ...whether they 
live in big towns or small towns or in-between.Not © 
only is it acknowledged America’s No. | Magazine 
for Garden Lovers but it is also acknowledged 
America’s No. 1 Home Authority on anything that 
touches the home, inside or out. 


Remember that Better Homes & Gardens has done 
the market-sifting job for you. Through its editorial 
program of all-home and all-service it has attracted 
the largest single group of home-living, home-lov- 
ing people in America: 2,200,000 above-average 
families who biy this book so they can spend. Amer- 
ica’s Biggest Suburban Home Market! 


Meredith Publishing Company, Des Moines. 
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ing has proved its worth, according information, Pa- 
instituted the 
little more than a year ago on sev- 
eral lines of cotton women’s wear. 
extended to 
other cotton lines and to a number 
of worsted and rayon lines. 


Pacific Mills 
Hails Success of 
Informative Labels 


Factags Lead to Great- 
er Volume, 


throughout the country. 


interest in informative labeling, Mr. 
told ADVERTISING 
today, and the Factag has not only 
enabled them to keep in step with 


Gives Five Points 


Consumer has also turned out to be an unusu- 
ally promotable idea. 
ard pointed to one large New York 
department store which devoted a 
window for three successive weeks 


Mr. Blanch- | points determined upon as a result 
investigation: 
ness to washing and to light, fibre 


icture on Page 
(Pictu ge content, washing and handling in- 


the end of a year’s operation with 


istics of the individual fabric. 
the Factag, Pacific Mills feels that 


ings, based on standard tests issued 
by the National Bureau of Stand- 


the promotion. 


2,200,000 FAMILIES 


ards, are given for different degrees 
of color fastness. For rayons on 
which tests have not yet been com- 
pleted, the 


Factag gives washing 
and handling instructions and the 
fibre content, and for worsteds. 


fibre content by percentages in con- 


formity with the Wool Products 
Labeling Act and information on 
some or all of the following: color 


fastness to light, dry cleaning and 
perspiration. 

A number of definite accomplish- 
ments may be chalked up for the 
Factag, Mr. Blanchard reported. In 
this connection, Mr. Blanchard said 
that the consumer's confidence in 
standardized goods results in busi- 
for Pacitic Mills. 

Referring to salesgirls’ reports 
that the Factag has helped them 
put over a sale, Mr. Blanchard ex- 
plained that women confronted 
With the choice of a well-made and 
an ill-styled dress will not buy the 
latter because it carries a Factag, 
but that other things being equal, 
the Factag provides the plus factor 
that swings the sale to Pacific Mills 


ness 


Cites Quality “Squeezing” 


The Factag is of more importance 
in the tield of volume goods where 
buyers must be more alert with 
regard to quality and for this rea- 
son Pacific Mills feels that the 
current emergency, with the ever- 
present danger of quality “squeez- 


ing,” will underline its significance 
The more than 75,000 requests 
for information about the Factag 


that Pacific Mills has received give 
eloquent proof of the wide degree 


of interest in informative labeling. 


Home economics teachers, schools, 
colleges, libraries, manufacturers, 
tores and individual consumer: 
have written to ask for the booklet 


Which gives the Factag background. 
Using the 
Good Housekeeping 
study of 


Factag as an example, 
instituted a 


informative labeling 


among 22,000 women’s clubs and 
reported that no other study, in 
cluding those on gardening and 
food, had evoked so much interest. 
This study resulted in requests for 
booklets from more than 8,000 
women’s clubs 

The Factag, according to Mr 
Blanchard, is an expression of Pa- 
cific Mills’ sincere desire to meet 
the demands of the consumer 


movement. He expressed the opin- 
ion that advertisers, instead of re- 
garding the movement with fear, 
should make an effort to “give wo- 
men what they want” and quoted 
a professor of advertising in a lead- 
ing business saying that 
many large advertisers are missing 
a “wonderful opportunity” by fail- 
ing to recognize the importance of 


school 


as 


the movement and the legitimacy 
of women’s demands. 
Pacific Mills has used magazine 


and newspapers to merchandise the 
Factag to the consumer, and busi- 
ness papers and direct mail to the 
trade. Copy appearing in Good 
Housekeeping, Life and Woman’s 
Home Companion has played up 
the lasting qualities of Pacific Fac- 


tagged dresses and the fact that 
they have no “dark secrets” be- 
cause all questions about possible 
fading or shrinkage are answered 
on the Factag. One headline, “Did 
you ever have a dress—Shrink? 
Fade? Go Limp?” was. illustrated 
by humorous sketches. Among other 
telling captions used to drive 
home the central idea were “Be- 
coming? Yes, but what'll it be- 
come?” and “Know your fabrics. | 
Now you can!” Key newspapers 


have been used to promote special | 


fabrics in Boston, Cleveland and 
New York and will soon be used in 
Los Angeles. Williams & Saylor is 
the agency. 


Blackett-Sample 
Adds Wolcott to 
Executive Staff 


yr 
af. 


Chicago, June -Blackett-Sam- 
ple-Hummert, Inc., announced this 


week the addi- 
tion of three 
men, Charles A. 


Wolcott, Thomas 
J Grant and 
Carl S. Brown, 
to its Chicago 
staff 

Mr Wolcott, 
formerly head of 
service and sales 
for Daniel Starch 


& Staff, New 
York, with which 
C. A. Wolcott he has been 


issociated for 
the past 10 years, will join the Chi- 
cago agency July 1. He will have 
Supervision Over media, research, 
merchandising, marketing, and copy 
testing activities 
Mr. Brown comes to the agency’s 
executive staff from the presidency 
of Son De Regger 
& Brown Adver- 
tising Agency, 
Des Moines. He 
was at time 
manager the 
Des Moines 
Register and Tri- 
bune’s advertis- 
ing counselors 
department, and 


one 


of 


an account ex- , Le 
ecutive with ? 
W. H. Millhaem a atk 
Agency, De Carl S. Brown 
Moines. Son de 

Regger & Brown will remain in 
business under direction of Mr 
Brown's partner, L. S. Son De 


Regger 

Mr. Grant, for the past five years 
a copywriter for Ruthrauff & Ryan, 
Chicago, will join Blackett-Sample 
Hummert, Inc. July 7 


Cole to Ray-Hirsch 

Norman G. Cole has. resigned 
from the copy staff of S. T. Seid- 
man & Co., New York, to join Ray- 
Hirsch Company, New York, as as- 
sistant to Murray Hirsch, president 


Houston Admen Elect 


R. L. Lauhlin, Sears, Roebuck & 
Co., has been elected president of 
the Advertising Club of Houston. 


Other officers are A. B. Herod, vice- 
president; and Fred Wadley, secre- 
tary-treasurer. 


Opens Own Office 


Harold W. Donahue, president of 
the London Advertising and Sales 
Club, has opened his own offices in 


the Bank of Toronto bldg. in Lon- 
don, Ont., to serve as advertising 
and sales counsellor. 


Barters Movie Tickets 

Narberth Theater, Narberth, Pa.. 
is promising a theater admission 
for an old aluminum pot or pan in 
its newspaper advertising promot- 
ing a special defense matinee for 
children following the Fourth of 
July holiday. 


To Yankee Writing 


Pearl Poultry Farm, Montvale, 
N. J., has appointed Yankee Writ- 
ing Service, Guilford, Conn., to 
direct its advertising. Direct mail, 
farm and poultry magazines, and 
newspapers will be used. 

B & B Names Brooks 

Jerome Brooks has been named 


|a radio commercial writer by Ben- 


ton & Bowles, New York. 
formerly in the 
ment. 


He was 
publicity depart- 


“Ask your Agency 
to ask the fexN 
t 


COLONEL!” 


5000-1000 WATTS + 
MINNEAPOLIS-ST. PAUL’S 


WTCR 


NBC 


BEST BUY! 


FREE & PETERS, INC. 


Ma Exclusive 


National Representatives 
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The Advertising Outlook 


In this issue ADVERTISING AGE 
presents a comprehensive survey of 
the outlook for advertising during 
the second half of 1941, based on 


comments of leading advertisers 
and agency executives. Naturally 
the picture varies in accordance 


indus- 
Business is good in all lines, 
production is generally up, and 
sales opportunities have been mul- 
tiplied by the defense program, but 
the use of advertising is affected to 
a considerable extent by the ability 
of manufacturers to plan production 
for general consumption equal to 
the probable demand. 

It is indicated in this review that 
manufacturers whose operations are 
directly competitive, as far as use 
of materials, machinery and labor 
are concerned, with war produc- 
tion, will not be able to maintain 
customary output for general dis- 
tribution, and that in lines 
there is likely to be some falling off 
in total advertising volume. This 
may not be as great as might be 
expected on a purely arithmetical 
basis, because many of the manu- 
facturers so affected realize that 
they have an important public rela- 
tions job to do, and that making 
friends will be just as important for 
them during the period just ahead 
as making sales. 

On the other hand, the consumer 
buying power which will 
sarily be diverted from products 
which are in reduced supply to 
those which are available in ample 
volume means expanded 
and increased advertising 
tunities for many classes of adver- 
Food, drugs, 
clothing, house furnishings and 
many other categories of products 
will not be seriously affected, and 


with conditions in different 
tries. 


those 


neces- 


markets 
oppor- 


tisers. beverages, 


| These 


the consumer with money to spend 


will be in a position to increase his 


purchases in these classifications. 


| That situation is encouraging many 


manufacturers to increase their 
advertising and _ sales’ promotion 
efforts, which will be splendidly 


|rewarded by a larger share of the 


available. 
should more than 
offset whatever losses may be ex- 
perienced in other lines. 

It seems to us that there is an- 


expanding volume now 


Increases 


other category of advertisers who 


should be in an exceptionally good 
position to take advantage of to- 
day’s abnormal conditions those 
in service classifications. Transpor- 
tation, hotels, 


amusements, insur- 


other lines which sell 


rather 


ance and 
services than commodities 
can tap the greatly increasing pub- 
lic buying power without any ques- 
tion either of ability to 
demands or possible 
with defense. 


has been 


meet 
interference 
The movie industry 
bitterly of 
reduced business of late, and here 
is an opportunity to sell the public 
the recreation which it wants and 
needs. 

Insurance and 


complaining 


banking services 
can likewise be promoted to excel- 
lent advantage at this time, since 
Savings thus put into the hands of 
financial organizations will be 
available for investment in govern- 
ment thereby directly 
contributing to speeding the defense 
effort. 

We may 
in the 


securities, 


look for some changes 
complexion of advertising 
during the remainder of this year 
and in 1942, but in the absence of 
any great alterations in the busi- 
ness picture as we now see 
ume should 
increases, 


it, vol- 


show some. definite 


Getting Ready for Peace 


Leaders in business and industry 
are emphasizing the necessity 
looking beyond the current 
situation to the era of peace which 
lies ahead, and which will bring 
with it economic problems which 
can be solved only by the full utili- 
zation of our resources in new and 
constructive activities. 

Every company, no matter how 
busily engaged it is today in pro- 
duction for military 
should be studying the problem of 
how its facilities will be 


purposes, 


employed 
when defense is no longer the great 
emergency it is today 

The Allegheny Ludlum 
Corporation hits the nail on the 
head, it seems to us, in outlining 


| 
of | new 


|} knowledge on 


Steel 


its program for the creation of a 


development engineering de- 


war | partment “whose vision is turned 


outward 
whose 


rather than 
function is to 


inwardly; 
direct the 
company’s vast fund of specialized 
steels to the 
service of those who use them.” 
“Now, not later,” 


alloy 


said the com- 
pany, “is the time for industry to 
set its best brains at the task of 
improving its normal lines, devel- 
oping new products and processes, 


and devising entries to new and 
broader markets.” 

If every manufacturer in America 
adopts this 


simple program, there 


need be no fear of a peace depres- 


sion 


GRIN AND BEAR IT 


Successful Farming 


“Don't be alarmed—the National Association of Toothpaste Ad Models are 
having their convention here this week.” 


Ad-libbing 


Strange Business 

The other day a form letter came 
in from Pullman-Standard Car 
Mfg. Company, accompanied by a 
reprint of a Pullman - Standard 
advertisement, which struck us as 
an interesting demonstration = of 
two things: the speed with which 
merchandising shifts occur in these 
hectic days, and the neatness with 
which Pullman-Standard made 
something of an asset out of what 
is certainly a liability. 

The reprint is of a full-color and 
aluminum spread which appeared 
in the May 3 issue of Railway Age, 
picturing and describing three types 
of light-weight railway cars made 
by the company. The first (the 
lightest and also the most expen- 
sive) is made of high-tensile alumi- 
num alloy; the second (in the mid- 
dle bracket as regards both weight 
and cost) is made of high-tensile, 
low-alloy steel, stainless sheathed; 
and the third (the heaviest by a 
slight margin and also the least 
expensive) is high-tensile low-alloy 
steel, girder type. 

Nothing whatever is said in the 
advertisement about the availabil- 
ity of any of these types, but the 
letter explains: 

“While aluminum and_ stainless 
steel are not available to any of the 
carbuilders for car structures on 
account of the defense program, the 
girder type car built of high-tensile 
low-alloy steel, which is the one 
illustrated at the bottom of the 
enclosed folder, is available. It will 
be noted that this car weighs prac- 
tically the same as the other types, 
excepting aluminum, and_fortu- 
nately it is the least expensive. 

“When the immediate shortage of 
aluminum and stainless steel ceases 
Pullman-Standard will then be able 


to build your choice of the con- 
structions illustrated.” 
In the retail drug trade, we'd 


recognize that as a pretty neat job 
of switching the customer. We 
don’t know what you'd call it in the 
railroad car trade, but it still looks 
like neat and effective work. 


Map Difficulties 

A note from General Electric 
Company reminds us of the need 
for a long-overdue gripe over the 
antics of the map makers and their 
copyright restrictions. Referring to 
a photograph showing John M. 
Wicht, manager of the G-E home 
laundry equipment section, which 
had previously been sent out, the 
G-E note says: 

“Mr. Wicht is standing before a 
large map of the United States, and 


although the details of the map are 


not clear, the Cleartype Map Com- | 


pany, vendors of this article, will 
not allow the picture to be repro- 
duced without payment of a royalty 
to them of $12.50. Please destroy 
this picture, as a new one will be 
sent along as soon as possible, with- 
out the map.” 

The map, of course, had nothing 
to do with the original picture, 
which showed Mr. Wicht looking 
over some models of early washers. 
It just happened to get in the way 
when the camera clicked. 

Scarcely a day passes that some 


incident reminiscent of that men- 
tioned here does not crop up. Ob- 
viously map makers should have 
copyright protection over their 
products, just as any other pro- 


ducer of creative work should have 
protection over his. But carrying 
the idea of copyright to such ridicu- 
lous extremes as the attempted col- 
lection of royalty on a large-scale 
map which appears as _ incidental 
background in an 8 x 10 photograph 
seems to us annoying and useless. 
It seems to us—and of course, we're 
frequently wrong—that it discour- 
ages use of maps, encourages their 
“bootlegging” and faking, and stirs 
up some pretty virile antipathy to 
the map making craft. 


Jottings 

When the Greater St. Louis 
Flower and Garden Show was held 
not too long ago, the weekly street 
car and bus passes of St. Louis 
Public Service Company’ were 
scented with camellia fragrance, 
selected after some 20 combinations 
of odors had been tried out. . . 

Continental Hotel Cor- 
poration seems determined to make 
it tough for traveling salesmen, 
with the boss giving them a fishy 
stare when they turn in their ex- 
pense accounts, and the wife just 
giving them a stare. Conti- 
nental has been making a survey of 
salesmen's habits, studying 30,000 
salesmen working for 832 compa- 
nies in the Chicago area, and it 
found that while they spent $739,- 
826 for food and $924,782 for hotel 
rooms in a month, their expendi- 
tures for entertainment totaled 
$1,546,850 

Monsanto Chemical Company has 
announced that hereafter the offi- 
cial defense emblem and _ slogan, 
“Let’s go U. S. A.—Keep ’Em Fly- 
ing,” will be included in all its 
American advertising, currently 
appearing in four general and 45 
business papers. 


Service 


fishy 
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Information 
for 
Advertisers 


The following documents may be 
secured without charge from com- 
panies sponsoring them, or through 
ADVERTISING AGE, by any national 
advertiser or advertising agency 
executive writing on his business 
letterhead. 


No. 1790. Seeing is Believing. 


In this new sample book, Kim- 
berly-Clark Corporation lets Tru- 
fect, Kimfect and Multifect Level- 
coat papers do their own selling job 
which they do effectively by show- 
ing how they send off an advertise- 
ment’s appeal. The three paper 
form the pages of the plastic-bound 
brochure and carry illustrations of 
many types of subjects in variou 
reproduction processes. 


No. 1721. How You Can Use Laure! 
Impreved Photo-Offset. 

In this new brochure, Laure! 
Process Company outlines -its fa- 
| cilities and serviees, and illustrates 
the speed, economy and flexibility 
'of its photo-offset process. Repro- 
'ductions show many uses, from a 
simple, illustrated sales letter to the 
more complicated layout, including 
‘examples of color work and duo- 
tone. 


No. 1813. Everything Is Up in 
Oklahoma. 

This folder, issued by The Okla- 
homan and Times, Oklahoma City, 
reproduces the highlights of a re- 
port on general business, retai! 
sales, farm income and other mar- 
ket data in the “Monthly Review 
of Agricultural and Business Condi- 
tions, Tenth Federal Reserve Dis- 
trict.””. Tabulations for the several 
states covered by the district show 
Oklahoma well up in the line. 


No. 1815. Post-Mark Count. 
The Journal, Portland, Ore., 
offers this folder containing a 


breakdown of all letters received 
by its Household Arts Service de- 
partment in a four-week period 
during which no special bid was 
made for mail. The county-city 
tabulation indicates the Journal's 
penetration of the market. 


No. 1816. Mr. President: Meet 
Your Advertising Manager. 

The Associated Business Papers, 
Inc., has issued this booklet which 
is in the nature of a consultation 
about the advertising manager 
what kind of a man he is, what he 
is really worth and how to get the 
most out of him. 


No. 1817. The Fetish that Crawled 
Under His Rock. 

The Saturday morning fetish 
gives up after a hard struggle in 
the pages of this new _ brochure 
issued by National Broadcasting 
Company. Starting with facts about 
Saturday morning listening habits, 
money to spend, and buying habits, 
the brochure provides a case his- 
tory of one advertiser’s successful 
use of a Saturday morning Red 
network program. 


No. 1765. Whaley Taxiposter Ad- 
vertising. 

The story of the beginning and 
development of Taxiposters as an 
advertising medium is told in this 
new folder issued by Whaley Tax'- 
poster Advertising. A map and 
table indicate where Taxiposters 
are available, and information 
given concerning circulation, rates 
and mechanical requirements. Illu 
trations show some of the Tax 
posters now in use. 


No. 1799. Ahrens Survey of Drint 
ing Habits in Top Rated Hote 
and Restaurants. 

Ahrens Publishing Company ha 
issued this report of its sixth an 
nual survey of drinking habits | 
patrons of top flight hotels an 
restaurants. It indicates the tren 
in the type of drinks purchased, an’ 
tabulates brand preferences in the 
various liquor classifications. 
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RATIONS POWER 


Monday's The Deadline-- 


Power Curtailment 
Must Work AT ONCE 


GEORGIA POWER COMPANY 


Warning that ‘this thing is deadly seri- 
ous,’ Georgia Power Company takes this 
newspaper space in the Southeast to call 
for 100 per cent cooperation in a one- 
third reduction in the use of electricity 
by industries and business concerns and 
the greatest possible reduction by homes. 
Only exceptions are hospitals, water sys- 
tems, and similar vital public services, 
due to the record-breaking drouth. 


20% Reduction in 
Consumer Credit 
Called Advisable 


Bloomington, Ind., June 23.- 
Drastic curtailment of retail credit 
as an anti-inflation aid as well as 


relieve the 
hard-to-get consumer 
recommended to the 
American Marketing Association 
meeting here last weekend by 
Rolf Nugent, director of research 
of the Russell Sage Foundation and 
consultant on consumer credit for 
OPACS. 

Asserting that there was an ex- 
pansion of $1,200,000,000 last year 
alone in consumer credit, bringing 
the current total to somewhere in 
the neighborhood of 10. billion 
dollars, Mr. Nugent contended that 
enforced liquidation of some of this 
credit would be one very effective 
method of bringing consumer goods 


a move designed to 
pressure on 
goods, was 


demand in line with supply. The 
alternative, he said, is to impose 
excise taxes On consumer goods, 


but their effect may be minimized 
by lengthening the period of pay- 


ment; therefore it is necessary to 
control the payment terms them- 
selves. 


2 Billion Contraction Asked 

Restriction of the length of time 
payment contracts, and control of 
the down payment are practical 
and workable, he maintained, and 
such restrictions would not only 
result in slowing down demand to 
some extent, but since they would 
also divert a certain proportion of 
income to the payment of existing 
debts, they would 
brake on inflation. 


also act as a 


Wall Street Journal 


EXECUTIVES do their business 
buying, and much of their per- 
sonal buving, in their offices at 
their desks where they read The 
Wall Street Journal. 


There is a larger stock of con- 
sumer durable goods in households 
now than ever before. he asserted, 
and it should be possible to contract 
consumer credit by 2 billion with- 
out too much difficulty. He also 
suggested that no - down - payment 
advertising be entirely eliminated. 

Discussion of his remarks was 
widespread. Donald R. G. Cowan, 
of Republic Steel Corporation, 
agreed that consumer credit con- 
trol would serve as a brake on in- 
flation, but wondered whether any 
comparatively mild measure of this 
type was equal to the task. 


MAIL ORDER CREDIT 
TIGHTENED; OTHERS MOVE 


Chicago, June 25. — With the 
revelation that Sears Roebuck and 
Montgomery Ward will reduce 


maximum time payment periods on 


refrigerators and gas and electric 
ranges from three years to two, 
effective July 1, and the announce- 
ment that the National Retail 
Credit Association will hold a 
meeting here July 15 to formulate 
a national program, curtailment of 
consumer credit this week 
from the discussion to the 
stage. 

In addition to specifying the new 
limit on these products in catalogs 
which will go into distribution next 
month, larger down payments will 
also be asked for other products, 
although maximum payment peri- 
ods of 18 months will remain un- 
changed. 

The refrigerator 
set up by the mail order giants 
coincides with recommendations on 
credit just released by the Ameri- 


moved 
action 


and stove limit 


Association, 
two-year 


can Bankers which 
suggests maximum on 
these products as well as on stok- 
ers, oil burners, air conditioning 
equipment and pianos, and a min- 
imum $15 down payment 

On such things as motorcycles, 
boats, trailers, aircraft and bicycles, 
the ABA suggests a down payment 
of one-third, with payments limited 
to 12 months. On household ap- 
plianees such as washers and iron- 
ers, sewing machines and_ radios 
the down payment is suggested as 
20 per cent, and the maximum time 
12 months. Fifteen months is sug- 
gested as maximum for furniture. 

In the case of automobiles, which 
alone represent over $4,000,000,000 
in time payments, an 18-month 
maximum, with minimum down 
yayment of one-third, is suggested. 


Uses Horizontal Panels 

The Wm. Wrigley, Jr. Company 
has started using miniature 24- 
sheet posters on public transporta- 
tion platforms to put across its sell- 
ing story. Such signs are ordinarily 
vertical, but the Wrigley panels are 
laid out horizontally, in series of 
three, so that rapidly-moving ele- 
vated and suburban trains do not 
prevent riders from reading the 
signs in passing. The method is 
being used in Chicago, and will 
shortly be spread to other cities 


Hinds Joins Keppler 


Arthur Hinds, formerly assistant 


account executive with Lord & 
Thomas, New York, has_ joined 
Victor Keppler, New York photo- 
graphic studio, in charge of the 
contact and new business depart- 


ment. 


HE mighty impact of WBZ's new 50,000-watt transmitter 
has swept back radio’s frontier in New England with 


compelling force. 


Here, in print and in fact, is the new pattern of WBZ- 
WBZA coverage. It is a pattern wrested from the sensitive 
dials of signal measuring instruments, and from the fingers 
of 50,822 listeners who wrote us letters. It is a pattern show- 
ing 65 per cent increase in Primary county coverage alone 
-a pattern rendering obsolete all other WBZ-WBZA maps. 


: 


We give you NEW ENGLAND 


7 


This matchless coverage of New England and the all- 
important market, Greater Boston, is yours for those vital 


summer and fall campaigns... at no increase in rote. 


Phone or write any NBC Spot Sales representative for 
the detailed presentation, ‘“‘We Give You New England !’’ 


WESTINGHOUSE RADIO STATIONS Inc 


KOKA KYW WBZ WBZA 
REPRESENTED NATIONALLY BY NBC SPOT SALES 
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Ups Color Rates 


Outdoor Life, New York, has 
announced an upward revision of 
color advertising rates, effective 


with the September, 
New color charge fo1 
additional 


1941, issue, 
black and one 


color is $130 per page, 


$105 for two columns and $85 for 
any unit of space between two 
columns and one column. Present 
rates are guaranteed for only six 


months, instead of the 
month period. 


usual 12- 


FCC Hearings Postponed 
The Federal Communications 
Commission hearings on newspa- 

per-controlled-radio stations have 


been postponed from June 25 to 
July 23, on petition of the News- 
paper Radio Committee. FCC in- 


dicated that further 
might be made if 


Moves Offices 


Pennsylvania Farmer, formerly 
published in Pittsburgh, has moved 
its editorial, circulation, and adver- 
tising departments to 15 N. Front 
street, Harrisburg, Pa 


$2,992,188 


plus purchasing power in 


SAN ANTONIO! 


Phat's payrolls 
estimated on contracts placed to 
April only! 
the other 


postponement 
necessary 


defense alone 
Reach this plus and 


increased San Antonio 


purchasing power through Taxi 
poster advertising’s 711,672 aver 
age weekly circulation! No rate 


increase on Taxiposter low costs 


Write Wm. BE. Whaley Co 
ville, Ky. 


WHALEY 
TOPOS Tepe 


Louis 


Marketers Told 
Defense Inroads 
Are Just Beginning 


Study Problems Posed 
by Drastic Changes in 
Economic Structure 


Bloomington, Ind., June 23. 
“You ain’t nothing yet” un- 
grammatically but effectively sum- 
marizes the outlines of American 
business under a defense economy, 
as preser.ted here last weekend at 
the spring meeting of the American 
Marketing Association by a coterie 
of business men, marketing and 
economics authorities and govern- 
ment officials. 

Agreement was general that 
“business as usual” no longer exists, 
and that the situation has now re- 
solved itself into the problem of 
how much normal, non-defense 


seen 


business can be maintained in the 
face of constantly accelerated de- 
mands by the insatiable defense 
machine. 

That what has already happened 
is no more than a gentle trickle 
preceding a raging flood was em- 
phasized by Victor Pelz, General 


Foods Sales Company, who is now 
a consultant in the bureau of 
research and statistics in the priori- 
ties division of OPM In an im- 
passioned talk in which he urged 
business men and marketing execu- 
tives to develop a clear-cut concep- 
tion of the enormous’ problems 
facing the Mr. Pelz said 


country, 
that business must squarely face 
the fact that a situation which is 


the exact opposite of normal mar- 
keting operations now exists. 


Defense Efforts Rising 


“We are constantly 
estimate of what it will take to do 
the defense job,” he said “You 
can realize that what is coming is 
far more vast than anything we 
(have experienced yet, when I re- 


revising our 


9,000 Wan 


1,000 Was RATES! 


The |/2 MV area of WHBF on 5,000 watts 


is a booming defense and rich agricultural 


COVERAGE 


market. Check the facts. 


Population of 1/2 MV area 
Retail Sales 

Per Capita Sales 

Industrial Workers 
Industrial Payrolls 


1,741,443 
$561 ,410,000 
.. $322 
85,687 
$98,616,160 


AND IN THE TRI-CITIES (ROCK ISLAND, DAV- 
ENPORT AND MOLINE) ALONE... 


Population 
Retail Sales 
Per Capita Sales 
Industrial Workers 
Industrial Payroll 


This is a vigorous, growing market! 
ment and production grows before the ink is dry. 
pace with the upswing, still offe 


LOOO watt rates. 
stretch 


age at former 
tunity to 


Write 


new WHBF file folder 


AFFILIATE OF ROCK ISLAND, ILLINOIS ARGES 


your advertising 
Tri-Cities. home of the Nation's Largest 


175,000 
$73,093,000 
$417 
35,000 
$24,102,074 


The increase in employ- 
WHBF keeps 
rs concentrated 5.000 watt cover- 
Take advantage of this oppor- 
dollar in and around the 
Arsenal. 


for the 
and statistical brochure. 


ROCK ISLAND - DAVENPORT - MOLINE 


|pected in the 


mind you that 42 billion has been 
authorized for spending so far; that 
to date only 26 billion has actually 
been contracted for; and that so far 
we have actually had trouble in 
spending a little over 8 billions. 


“We have seen only the begin- 
ning of the effect this tremendous 
program will have on_ industry. 


Except for a very 
our economy which 


few phases of 
may not be 


affected by defense activities, this 
program will permeate down into 
the life of every American citi- 
zen.” 

Acknowledging that this is pri- 


marily a “war of metals,” and that 
such things as aluminum, nickel 
ind copper will be hardest hit, Mr. 
Pelz detailed half a dozen illustra- 
tions of the manner in which priori- 
ties affect businesses not in them- 
elves considered in connection 
with defense. 

He reported the case of a starch 
manufacturer who sought permis- 


sion to purchase borax, asserting 
that he had on hand only enough 
for a_ six-week period. “Well,” 


said Mr. Pelz, “borax is needed for 
defense, and this starch manufac- 
turer is just out of luck.” 


Affects Many Fields 


When Security Administrator 
Paul McNutt gave the enriched 
bread program a big send-off, Mr. 
Pelz continued, it seemed planned 
at just the right time; but now, a 
scant few months later, the supply 
of nicotinic acid, an essential in- 
gredient of enriched’ bread, is 
reaching the point where it is not 
sufficient to fill the demand. 


“For a generation business has 
been full of statistics on where to 


find new markets,” he continued, 
“but all it had to do to get supplies 
was to send a requisition to the 
purchasing agent. Now everything 
is in reverse—the markets are cry- 
ing for merchandise, but no one 
knows where to get the supplies, 
and there are no statistics available 
on how these supplies should be 
allocated.” 

Much the same thinking was evi- 
denced in the roundup of thought 
presented as the closing paper Sat- 
urday by Howard T. Hovde, AMA 
president and professor of market- 
ing at the University of Pennsyl- 
vania. The fact that this is a 
seller's market gives the key to the 
problem, he said, but he warned 
that those who do not cultivate 
their normal peace-time markets 
will lose in the long run 

Rising purchasing power will 
cause transfers in purchasing habits 
affecting clothing, luxuries, and 
other similar products favorably, 
he said. Heavier taxes on the group 
earning between $5,000 and $25,000 
annually will have no appreciable 
effect on the purchasing habits of 
this group until next year, when 
the taxes are paid. Prices 
probably rise 10 per cent before the 
year is out, and further control on 
priorities and prices can be ex- 
immediate months 
ahead. 


Need 95 Billion Income 


“The prospects for those accus- 
tomed to normal marketing opera- 
tions are not encouraging,” he con- 
cluded. “It is entirely possible that 
many non-defense factories may be 
forced to close because they can’t 
get materials.” 

Dr. N. H. Engle, adviser on dis- 
tribution for OPACS, painted the 
same kind of picture, declaring that 
the supply of consumer goods in 
the months ahead will depend 
entirely on how much the country’s 
productive capacity can be in- 
creased. Total income of 95 billions 
for the country, at present price 
levels, will be required to provide 
about the same level of non-defense 
goods as at present, he said. 


Both Dr. Engle and Dr. Julius 
Hirsch, European economist who 
traced conditions during World 
World I, pointed out that wars 
always bring some sort of price 


control in their wake. and indicated 
that the extent and intensity of the 
control will be continually en- 
larged as the war continues 


Walter D. Fuller. president of 
Curtis Publishing Company, and 
nresident of the National Associa- 


tion of Manufacturers, warned 
against the danger of losing democ- 


will | 


vacy here while fighting to save it 
elsewhere. Declaring that already 
economic control in this country 
has far exceeded that reached at 
any time during World War I, Mr. 
Fuller declared that “this is the 
time when we need the selling way 


more than ever before.” 
Although defense needs come 

first, he continued, “we can have 

guns and butter. Those who say 


it is unpatriotic to continue research 
and selling in non-defense lines are 
defeatists. Where would we _ be 
today had we not had the free- 
dom of research and selling? 
America today should thank adver- 
tising, selling and _ research for 
what has been done in stimulating 
production in this country so that in 
this hour of emergency America 
has the capacity and facilities to 
manufacture our defense.” 

Must Re-appraise Advertising 

“We can have preparedness and 
even war without inflation,’ he 
continued. ‘“‘But marketing and sell- 
ing will have to come out of the 
gift-and-gadget atmosphere and get 
down to fundamentals. We will 
have to apply” selling as an 
economic force and not use it as 
a super-colossal double feature 
attraction. First it has to sell itself 
as a war-time necessity, as a prin- 
cipal tool in the maintaining of the 
American standard of living and 
then as our best hope for the future. 

“While doing this, we have to see 
that it functions so successfully that 
no one can have a reason to ques- 
tion its right to live. So completely, 


in fact, that instead of being a 
handle for critics of business and 
industry, selling will be a vehicle 
for a new and_= sounder public 


appreciation of ou 
system.” 

“In 1940 advertising was 29.2 per 
below 


free enterprise 


cent what it was in 1929,” 
Mr. Fuller declared. “Whereas, the 
per capita expenditure for adver- 


tising had been running around $18 
or $19 in 1927, 1928 and 1929, it 
amounted to $12.21 in 1939 and 
$12.61 in 1940. The average column 
of advertising activity during the 
last four years had increased 32.5 
per cent since the bottom of the 
depression. National income had 
increased 63.9 per cent and indus- 
trial production 56.5 per cent 

“We must sell, sell, sell. The 
needs, wants and desires of 132,- 
000,000 Americans have never been 
fulfilled and after this emergency 
they will be greater than ever.” 


Armour Uses 
Plant Delays 
to Push Neo-Fat 


Chicago, June 25.—“It’s an ill wind 
that doesn’t blow somebody good” 
reasoned Armour & Co.’s Neo-Fat 
Division when the scarcity of special 
alloys and machinery made comple- 
tion of its new Neo-Fat plant by 
March 1 impossible, so it took page 
space in the trade press to tell why 
it couldn’t meet the demand for the 
product. 

“When we built our first commer- 
cial fractional distillation plant t 
produce Neo-Fats, we counted or: 
industrial research to create de- 


mands for our output. We were 
confident that this research, seek- 
ing purer fatty acids and _tailo: 


made oils to meet the exacting re 
quirements of the resin, varnish 
rubber, lubricant and other indus 
tries would find consumers for Neo 


Fats. It certainly did. Today, al- 
though this same plant has bee 
operating continuously for many 


months, our greatest problem is sti! 
to keep up with the increasing pop 
ularity and resultant demands fo 
Neo-Fats.” 

Meanwhile, prospective custon 
ers are urged to send for samples o 
the product for test. Announcement 
is made that the new plant will in 
crease production beginning Nov. 
and the product will be able to play 
a larger role in the defense progran 


Finney to Barrons 


W. B. Finney, who at one tim: 
operated his own agency in Kansa 
City and more recently has beer 
director of field sales promotion f« 
Western Auto Supply Company, ha 
joined the staff of Barrons Adver- 
tising Company, Kansas City. 


“Tonto detests being late for his 
Lone Ranger broadcasts over 


WEDF, Flint, Michigan.” 


This is a skate, 


A marvelous contrivance. 
But easy to trip over. 

And why break a leg? 

It feels so lousy. 

Better tread softly. 

And enjoy SM). 


See Esquire’s ad on page 
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Big Advertisers | 
Increase During 
1940, ANPA Says 


New York, June 24.—A substan- 
tial increase in the number of na- 
tional advertisers who spent $25,000 
or more in newspapers, magazines, 


for the Bureau based on newspaper 
data from Media Records, and 
magazine, farm paper and network 
radio data from Publishers’ Infor- 
mation Bureau. 


Heywood Advances Two 
Edward A. Fargo, Jr., has been 
named vice-president of Heywood 
Boot & Shoe Company, Worcester, 
Mass., in charge of sales and ad- 
vertising. Charles S. Hoar, for- 
merly assistant treasurer and sales 
manager, has been named vice- 


Case Against 19 
N. Y. Companies 
Dropped by FTC 


Washington, D. C., June 24.— 


Unable to prove its charges, the 
Federal Trade Commission has 
terminated the case instituted last 


fall which involved John H. Ryder 
and 19 New York distributors of 
syndicated advertising material. 
Having previously dismissed its 


missed for failure of proof, FTC 
revealed. The remaining six re- 
spondents were given a clean bill 
on the ground that the corporations 
have been dissolved. In this cate- 
gory were Abbott & Walker, Inc., 
Bradley Advertising, Inc., Dayton 
Lee, Inc., Lindsey & Brewster, Inc., 
Vanderbilt Advertising Agency, 
Inc, and Thomas Gailord & Rey- 
nolds, Inc. 


Allegations Unproved 


Syndicate firms which had been 


Advertising, Inc., and John Smith- 
son Company. 

In the complaints filed by FTC 
last fall, the respondents were ac- 


cused of “false, misleading, dis- 
paraging, intimidating and threat- 
ening representations” in the sale 


of advertising materials. Upon in- 
vestigation, FTC was unable to sub- 


stantiate its allegations and hence 
dismissed the complaint without 


prejudice. 


network radio or farm journais in| President in charge of production. complaint against 10 of the respon- cleared previously on grounds of | 


BUSINESS PAPERS 


1940 was reported today by the —_——_— dents, FTC took like action last no proof of the charges were Baids, Whe Gteestinet end Ghaee 
Bureau of Advertising, American Station Makes Debut W eek against the others Inc., Advertisers Exchange, INC. | When They Advertised and How Much 
Newspaper Publishers Association.| WERC. new station at Erie. Pa. The complaint involving Mr.| Boyd-Scott Company, McTee & Co | Allin 

The annual breakdown of expen-|has made its initial appearance on Ryder, Norm Advertising, which he | Van rine Features Syndicate, Inc., BRAD-VERN’S REPORTS 
litures showed that last year 1,129|the air. It will carry Columbia heads, Amsterdam Syndicate, Inc., Carr & Lewis, Inc., Claire & Foster, 


national advertisers spent $25,000 | Broadcasting System programs. and Deward & Rich, 155-81 Daten Vinge. Pushing, Bi. V. 
” more in at least one of the four 
nedia, compared with 1,065 such 
idvertisers in 1939. The aggregate 
expenditure of the 1,129 advertisers 
ast year was $378,828,009 in the 
four media combined, against $345,- 
628,598 for the 1,065 advertisers in 
1939. 

Of last year’s total, $138,860,348 
was spent in newspapers; $135,137,- 
630 in magazines; $93,751,548 in 
network radio; and $11,078,483 in 
farm papers. 


Inc., was dis- Ine., Hargrace Company, Namron | 


Texas Company Moves Up 


The select list for 
that H. J. Heinz Company, in 24th | 
place in 1939, moved out of this 
group, While Texas Company moved 


1940 showed | 


in. Chrysler Corporation jumped 
from seventh to third place and 
Kellogg Company dropped from 


14th to 25th. Otherwise there were 
no important changes. The top 25 
penders for 1940 were as follows: 


1. General Motors 

2. Procter & Gamble Company 

3. Chrysler Corporation 

4. R. J. Reynolds Tobacco Com- 
od pany 


5. General Foods Corporation 

6. Liggett & Myers Tobacco Com- 
pany 

7. Lever Bros. Company 

8. Sterling Products, Inc. 

9. Colgate - Palmolive - Peet Com- 
pany 

10. Ford Motor Company 

11. American Tobacco Company 

12. Campbell Soup Company 

13. Standard Brands 

14. General Mills 

15. Sechenley Distillers Corporation 

16. American Home Products Com- 
pany 

7. Bristol-Myers Company 

Brown & Williamson 

Corporation 

19. General Electric Company 

20. Coca-Cola Company 

21. National Dairy Products 
poration 

22. National Distillers 
Corporation 

3. Seagram-Distillers 

4. Texas Company 

9. Kellogg Company 

The Bureau of Advertising report 

volume of 122 pages, listing 

the expenditures in the four media 

of the 1,129 national advertisers 

and covering 3,018 different prod- 

ucts. The figures were compiled 


Tobacco 


Cor- 


Products 


You Need the 
Sunday Salt Lake 
Tribune's Dominant 
Coverage of this Area 


Corporation 


Is a 


The 785.974 people here are pushing money across retailers” 


MORE THAN 100,000 
as - Home Coverage Carrier Delivered 
Ope) 

edule 


ENGRAVING COMPANY , a ) 
bring you your share of this business—by telling your story 


r P y P — F ° 7 . ° a Salt Lake Cit S. L. Count Utah Total Market 
‘\ r \V [ , in The Sunday Salt Lake Tribune, the only newspaper sub- Families .. 3.410 Fomilics 66-143 Familion 115,998 Families 180,805 
\ ‘ 7 P < . . Circulation 38,419 Cireulation 47,727 Circulation 81,047 Circulation 102,046 
} r stantially serving this rich. active, four-state market, Utah. 
\ e Source mM) ensus : fey for 12 Months 
of 21 i Idaho. 4 nding Tune 30, 1940 


counties in southern and eastern counties in 


counters at a rate of more than $260,000,000 a year-—right 


now! Last year the figure was $259,590,000—and this year to 
date sales are far ahead. Business is booming. higher than 


’ 
ever. 


Give your salesmen and dealers the support they need to 


Nevada, 4 counties in Wyoming. 


|The Sunday Salt Lake Tribune} 


National Representatives: Sunday Magazine and Comic Sections Color—Black and White 
Reynolds-Fitzgerald, Inc. 


Sterling Quality Photo-Engraving 
in Color Process, Black and White 
Ben Day, Line...Wet Proofing on Four 
Claybourn Automatic 4 Color Proof 
ing Presses...Day and Night Service 
304 E. 45th Street, New York, N.Y 


Telephones: MUrray Hill 4-0715 to 0726 
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ADVERTISING AGE June 30, 1941 


THE MERCHANDISING SERIES 


1. DRUGS & TOILETRIES MERCHANDISING: Little need be said of the tre- 
mendous amount of advertising used in this field. Sufficient to say that there's a huge 
market for patent products (medicinal), cosmetics, beauty and shaving soaps, dentifrices 
and the hundreds of other items for personal application. And, the advertisers and 
their agencies used material of the greatest promotional value to drive their wedge into 
the market. This book contains a wealth of information on the campaigns that made 
many of these products a household word. 


2. FOOD, BEVERAGE & KITCHEN PRODUCTS MERCHANDISINC: 1940saw 


the inauguration of many outstanding developments in the advertising programs of the 
companies manufacturing and selling the everyday necessities—foods, food beverages, 
soaps, cleansers, and the scores of other things that are used every day in every house- 
hold. This is a remarkable review of the strategies that were used to make the Ameri- 
can housewife brand conscious. 


3. BEER, WINE & LIQUOR MERCHANDISING: A book covering the advertising 
and sales strategies of the entire liquor industry. And, its pages are packed with the 
visual material—media ads, displays, posters and the other devices used by this highly 
promotional field to excite consumer demand. 


4. AUTOMOTIVE ADVERTISING: A review of the merchandising battles of Ameri- 
ca's most competitive field. Automobile, truck, gas, oil and tire manufacturers really 
went to town with their advertising during 1940. Stiff competition produced ideas 
that really were masterpieces. You'll find loads of new “wrinkles and ‘twists’ here. 
So, if you are marketing a product in this field, be sure and send for this book. 


5. WEARING APPAREL MERCHANDISING: Only lately have nationally known 
manufacturers really become promotion minded. And, they have started to do a swell 
job of making Mr. and Mrs. America style and brand conscious. WEARING APPAREL 
MERCHANDISING will provide you with a wealth of information on these campaigns 
in addition to suggestions and ideas that will help you increase sales and profits. 


ie . FURNITURE, HOME FURNISHINGS & El RICAL APPLIANCE 

4 VIERCHANDISING: Covers the promotional programs of companies manufacturing 
everything from brooms to oriental rugs. The American housewife is very fussy about 
the things she puts into her home, and therefore, you'll want to review the advertising 
strategies of 1940 of this field—the strategies that sold this discriminating group of 
buyers. This book contains scores of the actual advertisements that were used and tells 
you what they accomplished. 


TRAVEL, TRANSPORTATION & COMMUNITY ADVERTISING: With 

European travel completely eliminated, American travel and transportation lines, hotels 

and cities with tourist attractions are waging a hot fight for the tourist dollar. And, 

they're doing a swell job of advertising. A new type of advertising has also jumped 

into the limelight—cities, states and regions are promoting their home products and 
. availability for industrial sites. This book is immensely valuable if you are interested in 
this type of promotional efforts. 
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June 30, 1941 ADVERTISING AGE 


}1940 WIAIRCELANIDISING SIRES 


1940 witnessed the launching of advertising, merchandising and selling campaigns that achieved outstanding suc- 
cess. These campaigns covered many products and incusfries. Now, ADVERTISING AGE has assembled all the 
material and is making it available to you in convenient book form. The book covering each industry is replete 
with scores of the actual advertisements, posters, window displays and the other ideas that were used to spotlight 
: products to the public. In fact, each book is a comprehensive review of the advertising and selling strategies used 
by companies in that industry during 1940. Every bit of pertinent information that appeared in ADVERTISING 
AGE during that period has been included. So, if you manufacture or sell a product covered by any book of 
THE MERCHANDISING SERIES, or if you are the agency servicing such an account, you'll want a copy of the book 


i for your working library. When considering and preparing your next campaign, you'll find it a veritable gold min 


17 


ee f£ ’ 
Fe > a . 
Cc intormaftior 


. 
. 


GENERAL BOOKS IN THE MERCHANDISING SERIES 


PACKAGE & DISPLAY MERCHANDISING: A pictorial and editorial review of 
outstanding developments in the display and packaging fields during 1940. Includes 
scores of reproductions of new and unusual window and counter displays, outdoor pos- 
ters and the latest innovations in package design. These are important parts of the mer- 
chandising program and consequently, you'll find this book a valuable working tool. 


O. K. AS INSERTED An astounding analysis and evaluation of 1940 advertising 
and advertising copy. A startling clear X-ray of millions of dollars worth of advertising 
exposing those attempting to sell products with copy dripping with platitudes and 
whose only claim to recognition was their outstanding "tell nothing’ and ''sell less’ atti- 
tude—and, spot-lighting those ads that were designed and written to really sell mer- 
chandise. This book was prepared by the Copy Chasers, two of America's outstanding 
copy chiefs, but who, for obvious reasons, must remain incognito. The book contains their 


formula for successful copy—a formula which has been tried and proven over a period 
of many years. 


10. POLICY ADVERTISING: With the inauguration of The National Defense Program, 
many companies have become concerned with the matter of policy advertising instead 
of product advertising. Because of increased business due to Defense buying and mul- 
tiplied consumer purchases, many manufacturers are already operating to full capacity 
and therefore, are not seeking broadened markets. Consequently, their prime objective 
is to keep their names in front of the public to prepare for the future when business re- 
sumes its normal way. Because of the growing importance of this type of advertising, 
the book will contain all material available for the first five months of 1941. 


ll. LEGAL DON'TS FOR ADVERTISERS: A review of 1940 significant legal de- 
velopments, FTC proceedings and pertinent articles clarifying the legal side of adver- 
tising. Includes a series of articles by Dr. Harry Hibschman, practicing attorney special- 
izing in the legal phases of advertising, lecturer and former legal counselor of Esquire- 
Coronet. Dr. Hibschman's discussions cover the FTC Injunction Procedure; Legal Dan- 
gers in Using Photographic Material; IDEAS—How They CAN and CANNOT Be Pro- 
tected; IDEAS—Protection Against Suits Over Them; and The Civil Responsibility of 
Advertisers for False Copy. This book is a valuable protection measure for every ad- 
vertiser and advertising agency. 


YOUR CHOICE—FREE... 


You have your choice of any of these books, without charge, in connec- 
tion with a $2 yearly subscription to ADVERTISING AGE. Or, if you are 
already a subscriber, merely send in an advance renewal, and you may 
have the book you desire. If more than one book is requived, the addi- 
tional copies may be purchased for only $1 each. ACT NOW — our 
supply is extremely limited and there will not be another printing. 
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SUBSCRIPTION ORDER 


ADVERTISING AGE 
100 E. Ohio Street 
Chicago, Illinois 


Enter my new ... .; advance renewal... .; for one year at your regular $2 rate 


and send me Book Numbers 


Enclosed is check for $ in full payment. 

Name Title 3 

Company : 

Street ere <> Ge 

City State ' | 4 
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ADVERTISING AGE 


a 


June 30, 1941 


Voice of the Advertiser 


This depar 


Students Sell School 
To the Editor: I am 
with this letter a photograph which 
I thought you might want to use in 

ADVERTISING AGE. 

This shot of two typical 
Wesleyan students will be shown 
on a booklet which will be mailed 
to 10,000 high school seniors during 
our centennial year, 1942 

You will perhaps be interested to 
know that colleges are using more 


enclosing 


and more photographs, such as this | 
one, to sell what they have to offer. | 


This photograph is the work of 
Robert Brunsman of Dayton, O. 
G. W. YOUNG, 


Director of Publicity, Ohio 
Wesleyan University, Dela- 
ware, QO. 


a a 
Uncalled-for Publicity 

To the Editor: The New York 
News gives publicity to the Mirror! 

It’s on Page 6 of the May, 1941, 
issue of News Pix, a journal dedi- 
cated to those assisting in making 
New York’s picture newspaper, and 
it shows a man wearing a Mirror 
apron in a picture whose principal 
characters are Anthony Cascioli of 
the mailing department, who _ is 
leaving for draft duty, and Mailers’ 
Chairman Charles Hendrickson, who 
is presenting him with a traveling 
bag from the department Maybe 
the man wearing the Mirror apron 
just swung into the photograph so 


some poor benighted guy like me 
could get it published and com- 
mented upon, thereby generating 


News publicity. 
CHARLES VAN CorTT, 
Sales Promotion Manager, Family 
Circle Magazine, New York. 


v v Vv 

Backward, Turn Backward 

To the Editor: I have noticed 
that from time to time you publish 
amusing errors that occur in adver- 
tisements. This probably comes un- 
der the head of a “dirty trick,” but 
I can’t resist pointing out a slight 
error that occurred in the advertise- 


ment of the Electroline Company in| 


the May 31 issue of Electrical World. 


I am attaching a tear sheet of this} 


ad. Under the top 
which shows a 
man fumbling 
wires, you will note the 
“(From aie magazine _ illustration 
published in 1805).”’ I did not real- 
ize that maintenance of distribution 
systems was a problem as early in 
the nineteenth century. Obviously, 
the date should be 1905. 

In the event you may elect to 
publish this rather amusing mistake, 
I might suggest as a caption, “Back- 
ward, turn backward, oh time in thy 
flight. . .” 


illustration, 
bewhiskered line- 
with a tangle of 


C. E. VAN Vooruis, 
Advertising and Sales Promo- 
tion Department, Westinghouse 
Electric & Mfg. Company, East 
Pittsburgh, Pa. 


v v v 

Calls It Disservice 

To the Editor: Dale Nichols of 
Waukegan does the advertising pro- 
fession a positive disservice by his 
letter “Genuine Art Values vs. 
Sexhibition” in your Voice of the 
Advertiser department of June 23 

I have read and re-read his letter 
and fail to find either the address 
of the Art Center or any informa- 


tion as to when it will stage another | 


of its shows. 
WILLIAM SHAw. 
Publicity, Chicago. 
= ——— | 
Additional Facts on 
Safety Legion Campaign 

To the Editor: As a subscriber 
to your publication we naturally got 
your article in the center column of 
your June 16 issue right away 

Naturally one appreciates recog- 
nition and for that recognition we 
thank you. 

Some things are not quite clear 
from your article to an outsider and 
we want to place a few additional 
facts before you so that, in case 
there are any inquiries made with 
you, the picture can be clarified 
The Safety Legion of America is 


Ohio | 


caption, | 


tment is a reader’s forum. 


TYPICAL STUDENTS 


| 


Ohio Wesleyan University, Delaware, O., 
will use this photograph of two typical 
students on a special booklet aimed at 
selling college life to some 10,000 high 


school seniors. 
not a part of The Winner House. 
It is a separate and distinct non- 
profit corporation chartered in the 


state of Indiana. It functions in two 
directions: First, as a non-commer- 
cial project, supporting Uncle Har- 
ry’s ABC Safety Legion broadcasts, 
Captain Berry educational safety 
cruiser as well as Captain Thomas’ 
T & T safety show. 

A leaflet featuring a part of the 
educational cruiser story is enclosed. 
Captain Thomas’ show is still in the 
making. It will be built around the 
trained dog in the world and 
its object will be to teach young- 
how to handle pets and how 
to avoid getting hurt by other peo- 
ple’s pets 

To maintain such non-commercial 
activities, the Safety Legion has li- 
censed the Winner House to use its 
safety education story on kids’ togs. 
It proposes to license others, such as 
toy makers, game makers and the 
like, the revenues of which are to 
be used exclusively to carry on the 
non-commercial and educational ac- 
tivities. 

Uncle Harry is on the WGN pay- 
roll and is listed as an educational 
feature. 

It should be said, too, that while 
the Safety Legion was originally 
started by Herman A. Daake it was 
transferred to C. E. Luginbill and 
myself several years ago. We area 
part of The Winner House, but only 
a small part, ownershipwise. 

As the Safety Legion's 
develops we hope to follow it in 
whatever channels it can accomplish 
the most to instill caution, charac- 
ter and courage into the hearts and 
minds of American boys and girls. 

C. T. HABEGGER, 

The Winner House, Berne, Ind. 


best 


sters 


embryo 


yyy, 
Copy Change in Order 

To the Editor: The Denver Post 
put out a whopping “Colorado 
Vacation Paradise” edition recently, 
urging its readers to mail copies to 
luckless friends living in ordinary 
states, with an invitation to come 
visit cool Colorado this summer 

Imagine the amazement of these 
prospective Colorado’ vacationists 
when they discovered a_ double 
truck of the Burlington Route say- 


ling “GO EAST!” for a_ vacation 
| paradise. 

They might have at least used a 
copy change for the copies going 


out-state to invite US WEST! 
Lou RUEBEL., 
Fairall & Co., Des Moines 
ver 


Urges Admen to 
Recruit Naval Fliers 


To the Editor: I am sending you 
a photograph which I hope you can 
see your way clear to publish in 
ADVERTISING AGE in behalf of our 


Naval Aviation Force and the im- 
portant part it is playing in our 
National Defense program 


Mr. Senft, president of the Ster- 
ling Sign Company, has made a 
valuable contribution to the U. S. 
'Navvy and we think he should 


Letters ar 


e welcome. 


receive recognition from the adver- 
tising fraternity. We also feel that 
advertising men can be 
ful in sending us desirable young 
men to become future naval avia- 
tors. Many of the younger college 
graduates who are now in advertis- 
ing and are about to be called 
under the Selective Service Act are 
exactly the type of men we are 
looking for. 

Candidates must be between 20 
and 27, unmarried, and have two 
years of college’ credits. After 
approximately eight months of 
flight instruction, they are commis- 
sioned Ensigns, awarded _ their 
pilot’s “Wings of Gold”, and as- 
signed to duty with an 
squadron of the fleet. The life is 
interesting and exciting. The pay 
is excellent. Their training and 
experiences will fit them to become 
better advertising men when they 
later return to civilian life. 

J. CLEMENT Boyp, 

Lieutenant, U. S. N. R., Pub- 

licity Officer. 


a 
Asks Reprint Grant 

To the Editor: May we have per- 
mission to reprint Wilson B. Fiske’s 
article on page 22 of your May 12 
issue, in the Cleveland Trust Maga- 
zine? This is entitled ‘Diversified 
Industry Spells Defense Boom for 
Cleveland.” 


MARCELLA MARTAU, 
Editorial Department, Cleveland 
Trust Magazine, Cleveland, 
Ohio. 


v v v 
It Won't Happen Again 

To the Editor: Thanks for the 
mention in your Ad Libbing column 
of March 24 of the Model Cleaners 
& Dyers and yours truly. 

Only where in thunder did you 
get Milwaukee instead of Denver’ 
We don't have beer that’s as good, 
but we do have the Rockies. You 
must come out sometime 
SAM 
Savings 


SKLAR, 
801 Midland Bldg., 


Denver. 


(Editor’s Note The clipping 
didn’t indicate it was Denver, and 


unfortunately it got mixed in with 


the Milwaukee mail.) 


It Took a Page 


To the Editor: “Consistency, thou 
art a jewel” is the thought that 
came to me when reading your at- 
tractive full page ad in ADVERTISING 
AGE telling what a swell job can be 
done with small ads. 

Hats off to our good friend, Mr 
Oren Arbogust, but it took a big 
page to do justice to the telling of 
the story. 

C. R. Lacey, Secretary, 
Practical Builder, Chicago. 


v v v 

Another Way of Doing It 

To the Editor: Too bad that the 
Seagram's copywriter did not know 
about our client’s product, Door- 
Ease, when he wrote the ad headed 
“Here’s how . to loosen windows 
that stick,” as reproduced on Page 
8 of the June 16 issue of ADVERTIS- 
ING AGE. 

C. O. BREWER, 
Secretary-Treasurer, Simmonds 
& Simmonds, Inc., Chicago. 


<9 
Reader Questions Merit 
of Agency Article 

To the Editor: The spread titled 
“Men at Work” in the May 24 is- 
sue of The Saturday Evening Post 
about a BBDO account executive is 
hot stuff. It says “Every advertising 
executive has a pet nightmare—the 


loss of one or more of his firm’s 
large accounts. Being a_ service 
business, agencies must gear the 


personnel to their volume; when a 
large account is lost, adjustments 
are often necessary.” 
Ironically, one of the 
they are talking about Silex 
switched to another agency before 
the article appeared. And as if that 
weren't enough, several of the 
prosperous-looking men pictured in 
the article are no longer with the 


accounts 


agency where they are pictured at 
work 


Another thing, it goes on to 


most help- | 


aircraft | 


Lieut. J. Clement Boyd, member of a 


U. S. Naval aviation cadet selection 

board and former agency president, ac- 

cepts a poster from Al Senft, president 

of the Sterling Sign Company, New 
York, who helped design it. 


say that the account executive han- 
dling two accounts, one of which is 
Consolidated Edison, receives be- 
tween $5,000 and $7,000 a_ year! 
Isn’t this salary low for one of the 
most responsible positions in an ad- 
vertising agency? 

This article strikes so many 
strange notes that it begs this ques- 
tion: Is this an attempt to lower 


the standard of pay for advertising | 


executives and creative people? 
VINCENT J. LYNCH, 
New York. 


vgy¥s 


Suggests Wrigley Gum 

To the Editor: Teel protests abra- 
Phooey! It’s the brushing 
that does the cutting. Answer: use 
a soggy toothbrush instead of a file! 
Or maybe better: save time, effort 
and teeth with Wrigley’s gums— 
no brush, no bother, no cut-in! 

And ain’t it about time to do 
something about those pretty girls 
in the ads who get so darned en- 
tranced just looking at a leaf of 
tobacco”? 


sives 


HARRY CLATFELTER, 
Peoria, Il. 
| Editor’s Note: Copy Cub beat you 
to the draw, Mr. Clatfelter. In our 
June 16 issue he suggested that 
Teel copy might be a cleverly dis- 


| pleasure? 


guised promotion for those 
chewing gum manufacturers. } 


sMart 


v v v 
Super-Ultra Appeal 
by Sign Association 

To the Editor: I am 
copy of a letter 
Trade Association, 
would be an interesting contribu- 
tion to the “Voice of the Adve: 
tiser’’ column as a super-ultra ex 
ample of association - get - togeth« 
salesmanship. 

How any one could resist th 
subtle appeal for a week’s loafi: 
is hard to imagine. This letter 
the New Jersey Sign Manufactu: 
er’s Association asks: “Are yi 
keen to follow the serene pin 
scented countryside and woodlar 
trails? Do you long to laze on t} 
sunny, salt-sprayed, sandy bea 
by the rocky shore of the swirli: 
sea? Would you like to rough it 
a cabin amid rugged mountai: 
that seem to meet the skyline 
the far horizon? Does sailing t} 
frothy waters for tuna and lobst 
and sea bass, fresh from the c 
floor of the sea, intrigue yo 
Would the fragrant odor and spu 
tering of a barbecued feast w! 
your appetite? Could you care { 
such days and nights enriched w 
And_ relaxation fr: 
your city-weary nerves?” 

If the above description fits the 
member's idea of an ideal wee 
vacation in the Maine woods, 
away from any phone calls, sho; 
worries and annoyances, Our As- 
sociation wants him to take advan- 
tage of such a vacation by sett 
aside a week’s celebration to 
known as “President’s Week,” 
honor of our esteemed president, 
Mr. Sabatini, for all members, and 
for which it will bear the great 
part of such expense. 

PeTeR J. DETROY, 

Advertising Manager, Colonia 

Neon Sign Company. 


MAILING SERVICE 


Multigraphing — Filling-in 
. Addvessing—Mimeographing 
THE LETTER SHOP, Inc. 


440 8. Dearborn St. Wabash 8655 
CHICAGO 


enclosing 
from our Stat 
which I thin! 


week and rapidly rising. 


THAT’S WHY YOU SHOULD COVER 
THE SCHENECTADY MARKET 


The General Electric Company payroll alone is well over $1.000.000 a 
The American Locemotive Company has never 
been as busy as it is at the present time on government and other orders. 
Bank clearings have more than doubled within a year. 


Manufacturers who are basing their sales plans on industrial activity will 
make certain that Schenectady heads their list of preferred markets. The 
Gazette. with 92%, of its more than 27,500 circulation (May 1941) home 
delivered, is the only single edition paper in Schenectady. 
choice of the most successful advertisers. 
over twice as many classified advertisements as any other paper in the 
city. You can sell more of your products with the Gazette working for you. 


Largest and Strongest Circulation of Any Schenectady Newspaper 


SCHENECTADY GAZETTE 


Reynolds-Fitzgerald, Inc., National Representatives 


ORDERS 


It is the first 
Then, too, the Gazette carries 


SCHENECTADY 
NEW YORK 
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_ Proctor Hits 
* Magazines with 


New Iron Copy 


Mid-Summer Drive One 
Phase of Year Round 
Campaign 


Philadelphia, June 25. Proctor 
Electric Company, the sales division 
ff Proctor & Schwarz, Philadelphia, 

hich is a practiced hand at de- 
scending on the electric appliance 
market with something new and 
apprising the trade in accents bold, 


again barging into the picture 
with advertising copy announcing 
an electric iron with steam The 


first copy will break in The Satur- 
day Evening Post June 28 in a full 
page of color. 

“Steam, Too!” is the headline cal- 
culated to turn consumer heads to- 
ward the new development. Atten- 
tion-getting art consists of a lady in 
red cheerfully using the new iron 
with an enlarged picture of the iron 
demonstrating its never-lift feature 
which makes it unnecessary to lift 
the iron when it is not being used. 
Copy carries the price of the new 
iron with steam—$12.95—as well as 
the never-lift iron—$9.95. 

Proctor goes all the way in telling 
about the iron’s numerous features 
with smaller pictures and copy de- 
voted to such sales-building devices 
as three ironing speeds, headlight in 
the handle, even heat, cord-swing to 
prevent cord wear and the glow 
cone which signals when the iron is 
ready to use. Almost by way of an 
aside the copy carries brief refer- 
ence to the fact that Proctor 
sells toasters. 

Plan Full Schedule 

As a matter of fact this mid-sum- 
mer splash is one of several which 
are telling the public not only about 
Proctor irons and toasters but also 
about Proctor roast - or - grille and 
the Proctor automatic waffler. There 
was a surge of Proctor promotion in 
February telling consumers how 
they could get $2 for their old irons 
in a Proctor deal. Proctor paved 
the way for toaster gifts to the June 
bride as early as April. The new 
iron model announcements are vir- 
tually at hand. Come August and 
there will be a flurry of new toaster 
announcements after which the de- 
sirability of filling Santa’s pack with 
Proctor appliances will be duly con- 
sidered in all Proctor promotion 
tools. 


also 


This gives the Proctor promotion 
story continuity practically through- 
out the year in such magazines as 
Good Housekeeping, Life, The Sat- 
urday Evening Post and Woman's 
Home Companion. Most of this copy 
is in fractional pages in black and 
white. The trade also is apprised 
of Proctor developments with prac- 


atcheries 


' 


and Their Agencies 


Newscolor broadsides, folders 
and paste-bound booklets, well- 
Printed on our _ high-speed 
rotary color presses, offer you 
Quality color-advertising at low 
cost. If you have a mailing 
list of 50,000 or more pros- 
Pects, our service has definite 
value for you. We do a com- 
Plete job, including engravings. 
Send for samples of hatchery 
and other advertising printed 
by the Newscolor method. 


SHOPPING NEWS 


Rawscolor Division CLEVELAND 


tically year ‘round copy in such 
business publications as Electrical 
Dealer, Electrical Merchandising, 
House Furnishings Review, Jewelers 
Circular-Keystone, and Retailers. 
The package promotion idea is 
being utilized by Proctor to aid and 
abet distribution of its products with 
such devices as flyers, newspaper 
copy, counter literature, window 
posters, sale tags, etc. Included in 
the mid-summer promotion mate- 
rials are color displays for window 
and counter, window posters, ad 
blow-ups, ad reprints, etc. 


To Use Trade Papers 


Bellefont Associates, Providence, 
R. I., has begun promotion of its 


Bellefont FlavoRich coffee, in syrup 
and liquid form, in trade journals. 
the 


On list are Confectionery-Ice 
Cream World, Counter Freezer 
News, Ice Cream Review, Ice 


Cream Trade Journal 
Coffee Trade Journal. 
Schonfarber, Inc., 
the agency. 


and Tea & 
Lanpher and 
Providence, is 


Schwartz to Mark Byron 


Charles M. Schwartz, former 
Philadelphia advertising executive, 


Murray Heads Adcratt 

David Colden Murray, Detroit 
manager of Fortune. has _ been 
elected president of the Adcraft 
Club of Detroit. Other officers are: 
first vice-president, F. Lee Johns- 
ton, vice - president, Advertising 
Services; second vice - president, 
Chester S. Rickerd, technica! coun- 
sel, McCann-Erickson; treasurer, C 
Leroy Austin, controller, the Ernst 
Kern Company, and secretary of 
the board, Stuart A. Friedrich, of 
the S. A. Friedrich Studios 


Buys Chemical Plant 
A. 


Elected to Four A's 


McManus, John & Adams, Detroit, 
has been elected to membership in 
the American Association of Adver- 
tising Agencies 


Appoints Cory Snow 


The Wilbur and Williams Com- 
pany, Boston, has appointed Cory 
Snow, Inc., Boston, to handle its 


advertising 


Daily 


— —_ has joined the staff of Mark Byron, S. Boyle Company, Jersey Twice 
Inc., Miami. The Byron agency City, has purchased the Keefe 
Sells Newspaper recently was awarded the account | Chemical Company, Boston, manu- Around 
The Chieftain, Calumet, Okla., of the 14th annual Miami All-|facturer of Silver germicide, and the Clock 
has been sold by S. A. Penn to American Air Maneuvers, to be/is now manufacturing the product - 
Arthur B. Tenney. held Jan. 8-10, 1942. at Jersey City . ncxcancneninns:aexichine saat 
One of a series interpreting SM, 
| Pop? ? 


° ke 
-mme a nee 
gu 


Be smart, Junior. Don’t ask Pop for ¢ 


nickel just now. Papa just did a loop-the-loop 


over your skate. If you keep on asking, you 


won’t get a nickel, you'll get klonked. So wait 


until the Old Man is comfortable, sometime. 


In his chair, not on the floor. Smiling, relaxed, 


pleasant, he will be in the proper mood for a 


touch. Get the idea” 


talk a chance. 


Always give your sales 


SM),—actually, “SMileage’’—does it. Ad- 
vertisers in ESQUIRE have learned that. In 


give a thought to SM, 


this day of the blitz-jitters, of headlines that 
slow the step, of news flashes that knife clean 


through you, the ordinary consumer bends 


only a limp ear towards your most entranc- 


ing sales message. 


But ESQUIRE’sSMileage—that pleasant 
relaxed armchair mood born of page after 


page of chuckles—sparks every consumer 


into a receptive prospect. Get the idea? Al- 


ways give your sales talk a chance. Take 
advantage of ESQUIRE’s SMileage. 


+a reduction of sales-resistance induced by pleasure in perusal 
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June 30, 194) 


Milwaukee Business Takes 


Defense Orders in Stride 


Heavy Industry Leads 
Boom Parade in Wis- 
consin Metropolis 


By H. C. BRUNNER 

Milwaukee, Wis., June 26.—This 
solid city diversified industry 
13th in population and 10th in 
manufacturing in the nation—is tak- 
ing Milwaukee county’s $101, 435,2 229 | 
worth of publicly announced na- | 
tional defense contracts in its usual | 
conservative stride. 

Milwaukee’s claim to fame is not 
alone its breweries, which last year | 
turned out some 4,250,000 barrels of | 
beer and one of which is currently 
engaged in a million dollar expan- 


of 


RAILROAD AND LAKES TRAFFIC CONVERGE 


it is a combination of all these that 
resulted in 1939 in the production 
of industrial products valued at 
$596,556,110, in wholesale’ trade 
totaling $423,130,000, in a $26,151,- 
000 volume done by service estab- 
lishments, and in a retail trade of 


Payrolls Higher Than 1929 


Machine shops especially in Mil- 
waukee county have felt the effect 
of the defense program and in most 
cases are operating at capacity with 
payrolls higher than in 1929. The 


$324,906,000. Kearney & Trecker Corporation, 
In this emergency, dozens of Mil- which holds millions of dollars’ 
waukee industries have demon-)|worth of defense orders, recently 


strated their versatility by combin- 
ing production of peacetime articles 


completed a $1,000,000 plant addi- 
tion and has been operating seven 


et re 

= m ad \ we 

: ANS wet “we oot qwer 
ae y° “ew ww 

\ ov ~~ » a 

gt rh we < A. 
=) 
« ’ ve 


CREAM CITY 
OUTDOOR ADVERTISING CO. 


sion program; nor to the fact that | 

it packs more veal than any city 

in the nation; nor because it con- Defense construction heightens the importance of transport service to the Mil- 
sumes more steel than any indus- waukee area. In this view, at the right, is the Menominee valley which permits 
trial area in the country, including Great Lakes steamers to reach the industrial center directly, and in the fore- 
Pittsburgh; nor that it employs ground are the yards of the Chicago, Milwaukee, St. Paul and Pacific Railroad, 
more persons in the manufacture of which has its headquarters in Milwaukee. 

automotive parts and = accessories 

than any city in the United States with those required for defense. |days a week, 24 hours a day. The 
except Detroit; nor that personable | Just one of the many examples is|Falk Corporation is working on 
and effervescent Carl F. Zeidler last the Vilter Mfg. Company, maker of | $8,000,000 worth of orders for re- 
year at the age of 32 wrested the refrigerating machinery, which jis|duction gears for the Navy and 
mayorship away from Daniel W. the first private manufacturer to | Maritime Commission and is erect- 
Hoan after the latter had served | make a 105 millimeter howitzer in|ing a $900,000 addition to take care 
for 24 years; nor that it leads the this country. The firm has just|of this work. The company is oper- 
world in the manufacture of a great) peen awarded a new order calling |ating three shifts a day, six days 
variety of products ranging from for $1,350,000 more worth of how-/|a week and employing 2,200 against 
silk hosiery to steam shovels. Rather | jtzers. La former top of 1,800. 


Employment "Way Up 


Allis-Chalmers, which holds some 
$45,000,000 in defense orders, 
currently employing 11,000 persons, 


is 


against 6,000 in 1929. The firm has 
just been granted a permit for a 
$275,000 addition to its electrical 


shops, and many of its departments 
are operating on a three-shift basis. 

Standard Tool & Die Corporation, 
engaged in the manufacture of 
gauges for aerial bomb fuses, has 
close to $300,000 in unfilled orders 
on its books, while Davis & Thomp- 
son Company, maker of heavy ma- 
chinery, busy filling $750,000 
worth of armament machinery. 

Allen - Bradley Company, maker 
of electrical controls, is completing 
a new addition and contemplates 
the erection of another for its Bake- 
lite molding department to take care 
of its expanding defense business. 
The company is currently employ- 
ing about 1,000 persons six days a 
week, with night shifts. 


Other Orders on Hand 


IS 


The Heil Company, which has re- 
ceived an estimated $12,000,000 
worth of government contracts for 
oil servicing trucks, tanks and semi- 
trailers and other equipment for re- 
fueling planes, will expend $35,000 
in alterations to its new plant. 
Nordberg Mfg. Company is working 
on an $11,998,776 navy order for 
torpedo tube mountings and is com- 
pleting an expansion program to 
take care of this business. Ladish 
Drop Forge Company has been 
“certified” by the government to ex- 
pend $1,417,000 for the manufacture 
forgings for airplane parts, ma- 
chine tools and tractors, while the 
A. O. Smith Corporation has more 
than $7,000,000 worth of govern- 
ment contracts for demolition bomb 
casings and recently completed the 
erection of a $107,000 plant 

Chain Belt Company has 
der for $2,250,000 worth of 
howitzers, 


ol 


an 
105 mm 
while Bucyrus-Erie Com- 
pany, currently employing 2,000 
persons against 1,800 in 1929, 
working on 240 mm. howitzers in 
addition to its regular line of exca- 
vating machinery. 


Many Allied Lines Busy 


The Harley-Davidson 
holds a large contract for army mo- 
torcycles, while Briggs & Stratton 
Corporation is turning out fuse caps 
for bombs and mm. shells 
Other companies which have felt 
the spur of the defense program and 
are operating at capacity or 


ore- 


1S 


Company 


25 


near 


capacity include Ampco Metal, Inc., 
maker of special alloys for airplane 
parts, which is completing a 60,000 
square foot addition to its foundry. 
This firm is doing twice the volume 
it did last year and the pay roll now 
totals 467 workers against 166 a 
year ago. 

The Weyenberg Shoe Mfg. Com- 
pany recently received a $208,125 
contract for leather soles for service 
shoes; Milwaukee Saddlery Com- 
pany, a $61,380 contract for pack 
saddles; Hummel & Downing Com- 
pany, a $34,105 order for target 
discs; National Enameling & Stamp- 
ing Company, a $7,657 order for 
20,000 frying pans; Geuder, 
Paeschke & Frey Company, a $139,- 
000 order for food containers and 
another $8,849 order for dish pans, 
while the Reliable Tool & Machine 
Works was recently granted a $25,- 
000 RFC loan to purchase machinery 
in connection with the manufac- 
ture of torpedo tubes for the Navy. 

Another indication as to the di- 
versity of Milwaukee industries 
the defense program is a $69,120 
order for jack assemblies given to 
Black Hawk Mfg. Company, a $187,- 
200 order for 240,000 woolen gloves 
to M. Friedlander Knitting Com- 
pany, and a subcontract to Univer- 
sal Power Shovel Company for 
2,000 gun mounts for anti-aircraft 
guns. 


Takes Boom in Stride 


While not given to booms in the 
ordinary sense of the word, all Mil- 
waukee indexes point to a steady 
upward surge in business. For 
example, the Wisconsin industrial 
commission reports that factory em- 
ployment was at an all-time high in 
April with an estimated 105,000 per- 
sons employed or 26.4 per cent more 
than a year ago. 

The gain has been even 
marked in factory payrolls, 
averaged $3,431,000 per 
April, a gain of 45.7 per cent over 
the same month a year ago. On the 
basis of the upward trend shown by 
Milwaukee business statistics in all 
divisions in 1940—factory employ- 
ment was up 7.6 per cent in Mil- 
waukee in 1940 over 1939 and pay- 
rolls up 10.2 — the improvement 
should make 1941 a banner year. 

Quite naturally the effect of this 
increased spending power is being 
felt in the retail field. According to 
the Federal Reserve Bank of Chi- 
cago, department store sales here in 
April were 21 per cent better than 
a year ago. The climb was already 
in evidence last year when the in- 
crease was 6.9 per cent over 1939, 
while for the first quarter in 1941, 
department store sales were up 13.4 
per cent. 


more 
which 
week in 


Building Unusually Good 


While a goodly portion of the 
larger and more numerous pay 
checks are going into consumer 
goods, including automobiles, appli- 
ances, furniture, bedding and cloth- 
ing, many wage earners are putting 
their money into new homes. Con- 
struction of dwellings in the Mil- 
waukee area, particularly in the 
$4,000 to $7,000 price bracket, has 
been unusually heavy. 

Building permits show 
number of single family 
authorized in the first 
this year increased from 
66 cent. The materials and 
labor contracts for private work in 
the Milwaukee metropolitan area 
moved up to $3,018,000 during April 
in a 74 per cent upswing over 
$1,739,000 in April, 1940. 

This coupled with heavy con- 
struction of plant additions to meet 
orders resulted in the issu- 

$3,579,000 worth of con- 
struction permits in Milwaukee 
county in April, the highest for any 
month this year. In May the up- 
ward trend continued with 4,865 
permits admitted in the city of Mil- 
waukee value of $2,108,771, 
gain of 83 per cent 
April and 2.5 per 
over a year ago, but gaining 
per in value over April 
and 42 per cent over a year ago 


that the 
dwellings 
quarter of 
150 to 250, 


ol per 


defense 
ance ot 


for a 
representing a 
in number over 
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0.82 cent 


How Other Indexes Look 


Other indexes all show an upward 
trend sank clearings totaled $104,- 
008,499, a 3.7 per cent gain over the 


ie: 


: ass 


in 


$100,263,815 amount in May, 194( 
and 3.25 per cent higher than las 
month’s $100,733,699. Bank clea: 
ings were up 8.6 per cent in 194 
over 1939 and 4 per cent the fi: 
quarter of 1941 over 1940. 

Bank debits have shown a stead 
rise and totaled 9.3 per cent more 
1939 over 1940 and 14.4 per cen: 
more during the first quarter of 194 
over the previous year. April debi: 
were 21.2 per cent ahead of Ap: 
1940, while May debits totaled $542 - 
187,090 or 29 per cent ahead of Ma 
1940. 

Postal receipts gained $480,265 
May in comparison with $454,368 
year ago, a rise of 5.7 per cent. T} 


compares with a 4.9 per cent 
crease in 1940 over the previ 
year, a 4 per cent increase duri 
the first quarter of 1941 over 194 
and a 7.8 per cent hike in Ap 
1941, over the same month a ys 
before. 


Traffic Shows Good Rise 


The number of telephones in use 
has been steadily increasing. In 
1940 the hike was 4.8 per cent over 
1941 and 4.7 per cent during the 
first quarter in 1941 over the same 
1940 period. The increase has con- 
tinued along the same level during 
April and May. 


There are other indicators w} 


ch 
point to increased commercial ac- 
tivity in Milwaukee. Railroad car- 
ferry traffic out of the city is ap- 
proaching the all time peak of 1929 


The Grand Trunk Western railway 


We do not ex- 
pect to be sold out 
when our new trans- 
mitter goes on the air 
about July 15 using 
5,000 watts, a 20 time 
increase in power. — 


Zt All national and eed 
advertisers have signed 
mew one year ibe 
beginning Jul the 
majority with icnenll 
schedules. 4 


Pa In addition many new 
advertisers have 
. bandwagon, 


i Columbia Broadcasting 
[= gir will show a 

e % increase in July 

ever 1940. 


i All 1941 Football Games 
already sold. | 


re Santa Claus pro- 
gram already sold. 4 
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MAIN STREET IN BUSY MILWAUKEE 


Shown here is Wisconsin avenue, main thoroughfare where the city's retail stores 
and hotels are cashing in on heightened retail spending. 


lines said an average of 125 cars are 
loaded here daily, bettering the 1929 
record. Cargoes consist of machin- 
ery, general merchandise and grain. 
Charles H. Jens, general agent of 
the Pere Marquette lines, reported 
shipments approaching 100 cars 
daily from Milwaukee. 

Another angle in the “back to 
work” movement is reflected in the 
membership decline of the Mil- 
waukee Forty Plus Club, an off- 
spring of the organization founded 
in 1937 by an unemployed Boston 
advertising man. Started in Octo- 
ber, 1937, the Milwaukee club had a 
peak membership of 120. Today, 
deprived of its supporters by de- 
mands for increasing personnel by 
expanding industries, the club’s only 
remaining spark is Louis C. Gillett, 
its president, who declared that 
more requests for men qualified to 
fill executive and sales positions 
have reached the club in the last 
three weeks than in the preceding 
six months. 


Has Working Capacity Available 


Increased economic activity is 
also reflected in the decline in em- 
ployment applications at the public 
employment office, where the Apri! 
drop this year was 16.8 per cent 
over the same month last year. Also 
down 23 per cent in 1940 was Mil- 
waukee county’s direct relief load 
together with WPA. 

Despite the upward swing in busi- 
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10 East 38th Street, New York 
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ness, Milwaukee has not reached the 
saturation point in available men 
or housing. It still has a good sup- 
ply of semi-skilled and unskilled 
workers available and a recent sur- 
vey discloses that a 3.1 per cent 
vacancy in dwellings exists in the 
city. 

Milwaukee has always had an 
abundance of skilled mechanics 
with many of the city’s varied in- 
dustrial plants employing the first | 
land second generation of such work- | 
ers. Many of these men own their | 
own homes—Milwaukee ranks sec | 
ond among cities of the United | 
States in home owners among fac- 
tory workers—thereby contributing 
to the stability of the city. Asa re-| 
|sult, the city’s expanding plants are | 
largely absorbing native labor. 

To meet the local industries’ de- | 
mand for adequate labor, the local | 
vocational school, largest in the | 
|} country, is operating 24 hours a day | 
on a three-shift basis with 22,000 | 
students enrolled. Classes are con- | 
ducted not only for beginners but | 
refresher courses are held as well | 
for those who have grown rusty | 
through prolonged unemployment. 


Peak Not Yet Reached 


Although many of Milwaukee's | 
nearly 2,000 industrial plants are | 
turning out defense orders, the peak 
is not yet reached and the future | 
location of extensive government | 
sponsored national defense projects 
in the Milwaukee area is deemed 
likely with the recent classification 
of the city by the Office of Produc- 
|tion Management as one of the few 
‘large American cities capable of 
handling defense establishments 


without causing severe’ industrial 
congestion. 
Word has been received from 


Washington that Admiral Emory S. 
Land, chairman of the United States 
|Maritime comission, is interested 
in the city’s shipbuilding and 
launching facilities, and Col. Donald 
Armstrong, chief executive officer 
of the Chicago ordnance district, an- 
nounced June 7 that a suboffice of 
the district will be established in 
Milwaukee early in July with Capt 
Frederick D. Hansen, Milwaukee in- 
| dustrialist, in charge 

Currently not all of Milwaukee's 
energy is being concentrated on the 
defense program It is widening 
streets and landscaping boulevards 
in preparation for the influx of the 


largest number of convention visi- 
tors in history as a result of the 
American Legion and National 


Eagles confabs here this summer. 
City to Be Debt-Free 


In 1940, Milwaukee played 
to 408 conventions the largest 
number to date—whose delegates 
spent more than $6,000,000 in the 
city. While the number in 1941 is 
expected to be somewhat smaller, 
the total number of persons will be 
greater and present 
that 1942 will even 
the number of conventions held. 

That Milwaukee’s government is 
a conservative one is attested to by 
the fact than in 1943 it will become 
the first major city in the country 
to be debt free. When this is ac- 
complished, it will probably result 


host 


indications 
exceed 


are 
1940 in 


in a reduction in taxes. 
municipal bonds rank 
best in the country. 

Advertising too—printed, outdoor 
and radio—has felt the improve- 
ment in business. Newspaper ad- 
vertising linage during the first 
quarter of 1941 was up 1.3 per cent. 
Milwaukee is served by three dailies 

the Journal, Post and Sentinel 
as well as by radio stations WISN, 
WEMP and WTM4, all with national 
hook-ups, and by Cream City Out- 
door Advertising Company in the 
outdoor field. 


Milwaukee NIAA Elects 

E. T. Slackford, Harnishfeger 
Corporation, has been elected presi- 
dent of the Milwaukee chapter of 
National Industrial Advertisers As- 
sociation. Other officers are Forrest 


The city’s 
among the 


J. Nelson, Macwhyte Company, 
vice-president; M. E. Engebretson, 
Oilgear Company, secretary-treas- 
urer; Jackson Hazelwood, Gisholt 
Machine Company, and A. H. 
Oberndorfer, Hevi-Duty Electric 
Company, directors. 


Two for Frank-Law 


First National Bank, Blooming- 
dale, N. J., and Personal Credit 
Corporation, San Juan, Puerto 


Rico, have appointed Albert Frank- 
Guenther Law, New York, as ad- 
vertising counsel. 


Carrier Promotes New 
Air Conditioning System 
Carrier Corporation, Syracuse, 
will promote its new “conduit 
tem” of air conditioning in seven 
architectural and engineering busi- 
ness papers, beginning with July 
issues. The campaign for the new 
system, designed for hotels, hospi- 
tals, office buildings and apartment 


SyYS- 


houses, will be extended to othe: 
business papers Charles Dallas 
Reach Company, New York, is the 
agency. 

Described as the first major ad- 
vance in air distribution since the 
invention of current air condition- 
ing apparatus, the new system 


sends air at high velocity pressure 
through conduits instead of through 
the large, square ducts used at 
present. Among its chief advan- 
tages are the saving in rentable or 
usable space and the fact that it 
can be used for both summer and 
Winter air conditioning 


Elects Savage 

The board of governors of the 
Advertisers Club of Cincinnati has 
elected W. C. Savage, national 
advertising manager of the Cincin- 
nati Post, president for the coming 
year. Other officers are James W. 
Petty, H. & S. Pogue Company, 
vice-president; Al Apking, E. & J. 
Swigart Company, secretary, and 
Cliff Fox, Fox Sign Company, 
treasurer. 


Hycon to Frey 


Charles Daniel Frey Company, 
Chicago, has been appointed to 
handle advertising by Hydraulic 
Controls, Ine., for Hycon—a com- 


pact device employing a new tech- 
nique for the transmission and con- 


trol of hydraulic power at high 
pressure. Consumer and trade pa- 
pers will be used 
Names Gordon 

Eugene H. Gordon, former ac- 


count executive for Gardner Adver- 
tising Company, St. Louis, and 
assistant advertising manager of So- 
cony-Vacuum Oil Company, has 
been named advertising manager of 
Hyde Park Breweries Association, 
Inc., St. Louis. 


New Haven’s Share 
of Defense Orders 
$400 a Person 


With $706,000,000 in defense orders 
for Connecticut, “Register City” the 
great test market of the New Haven 
Register has 888 industrial plants in 
its aren to share in the contracts. 
“Register City" has 342,000 popula- 
tion and the state defense orders total 
$4100 per person against S838 for New 
York state. Send for market brochure 


describing “Register City.” Address 
New Haven Register, New Haven, 
Conn, 
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inter Check-up Sales 


i 


Are Now in the Making! 


Ere long now, car owners, at the rate of over 2,600 a 


minute, will be asking readers of The SUPER SERVICE 
STATION for a complete winter check-up. All day, all 


night, this tremendous sales activity goes on among cars 


and trucks being protected for winter. 


The Winter Sales issues of The SUPER SERVICE 


STATION will tell your sales story to these merchants 


who do the bulk of all winter goods business. 


Four issues—-September, October, November and De- 


cember—-pitched editorially to cover the winter market. 


THE 


1715 Tribune Tower 


Service Station 


Chicago, Ill. 


FIRST .--IN THE FIRST FIELD OF ACCESSORY SALES AND CAR SERVICE! 
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ADVERTISING AGE 


June 30, 1941 


Our Own Legal Quiz - VII 


Answers to Readers’ Legal Questions 


[Editor's Note: The following 
questions have been submitted to 
Mr. Hibschman by readers of Ap- 
VERTISING AGE or by members of 
audiences of advertisers, advertising 
men and businessmen in general 
which he has addressed recently on 
the Pacific Coast. This is the seventh 
in a series of such answers. Addi- 
tional questions of general interest 
are welcome, and will be dealt with 
in subsequent discussions. | 

Question 47: Advertising agency 
X, in business over 10 years, excel- 
lent credit record in_ industrial 
papers, sends advertisement to well 
known national weekly Y, cash with 
order, less 15% agency commission. 
Weekly Y refuses to grant 15% 
agency commission because agency 
does not meet its requirements for 
recognition solely because of 
billings is small. Is publication Y 
liable for prosecution under the 
Robinson-Patman Act for charging 
agency X a higher price than other 
agencies? 

Answer 47: The Robinson-Pat- 
man Act has no application to a situ- 
ation of this kind. A newspaper 
or magazine may refuse to do busi- 
ness with any agency whose patron- 
age it does not choose to accept, 
although its action may be arbitrary. 

Question 48: In making up a 
dummy for a magazine we intend 
publishing, are we permitted to use 
ads and editorial material from 
other publications? 

Answer 48: It is not permissible 
to use ads and editorial material 
from other publications if such pub- 
lications are copyrighted. The thing 
to do is either to obtain permission 
to reproduce such material as may 
be desired, or to make up original 
sample ads. 

Question 49: In your second ar- 
ticle, on “Ideas, How They Can Be 
Protected,’ I would like to ask a 
question concerning the form letter 
you suggest for use in 


size 


ideas to a prospective user. In the 
third condition it reads—‘“‘you are 
to pay me the sum of $... or such 
other compensation as may be 


agreed upon.” Does a specific sum 
have to be stated? Could it read 
like a real estate contract, “the sum 
of $1.00 and other valuable 
sideration” and still be _ binding? 
Would it be possible to leave “the 
sum of $...° out altogether, making 
it read, “you are to pay me such 
compensation as may be agreed 
upon,” and still have a wording that 
is binding? 

Answer 
would not 


con- 


49: 
be 


In my opinion, it 
feasible to use the 
expression “the sum of $1.00 and 
other valuable consideration” be- 
cause of its uncertainty, but it would 
be altogether practical to follow 
your last suggestion, viz: that no 
sum be mentioned and that the let- 
ter simply state “you are to pay 
me such compensation as may be 
agreed upon.” 


Question 50: May advertisers sue 


By HARRY HIBSCHMAN 


submitting | 


4tKAS GULF ¢ 
a 1s YOUR DISH 45> 


WHEN SERVED 
BY THE 


TWINS! 


National Representatives: THE BRANHAM CO. 


consumers’ organizations for libel? 

Answer 50: A consumers’ organi- 
zation, whether incorporated or un- 
incorporated, may be sued. It may 
be sued for libel if it publishes any 
statements about an advertiser that 
are defamatory as a matter of law, 
but, I explained in my article 
entitled “Don’t Disparage Competi- 
tors” in the Feb. 24 issue of Ap- 
VERTISING AGE, if the derogatory 
statements relate to the advertiser’s 
product rather than to the advertiser 


as 


himself, or itself, the cause of action 
is one for disparagement of property 
rather than one for libel. Thus, if a 
consumers’ organization should print 
the results of a purported test of a 
given product, and make false state- 
ments as to the origin, contents or 
quality of the product, the manu- 
facturer might have good grounds 
for suit. 

Question 51: If an ad is published 
in a magazine that is copyrighted, 
does that protect the ad? 

Answer 51: When a magazine is 
copyrighted, everything in it that 
has not been copyrighted before and 
that is of a character to bring it 
within the Copyright Act will be 
protected by the copyright of the 
magazine itself, but where an ad 
is run simultaneously in a number 


of magazines, it is only the copy- 
right of the one that is published 
first that can be held effective. So, 
if the same ad is run in other pe- 
riodicals published subsequently, 
the copyrighting of those periodicals 
will not protect the ad. On the 
contrary, unless the ad is published 
with a separate copyright notice 
based on the first publication, the 
effect will be the entire loss of the 
copyright. The one safe way to 
protect an ad that is to appear in a 
number of publications is to copy- 
right it separately and then to pub- 
lish it in each publication with its 
own copyright notice. 

Question 52: Does the law of 
privacy prevent the use of the name 
or picture of a dead person? 

Answer 52: The New York Civil 


Rights Law, which is intended ; 
protect the right of privacy, applic 
only to living persons; and whe! 
the right of privacy has been rec 
ognized as existing at common la, 
the courts have applied the san 
rule. There is a notable case 
which the relatives of a promine) 
woman attempted, after her deat 
to prevent the setting up in a pub! 
place of a statue of her that the 
considered uncomplimentary. It w 
held that they had no grounds f 
legal relief. Perhaps it should 
pointed out, however, that in at le: 
one state, Utah, where there } 
been an invasion of privacy durin: 
the life of a person, the cause 
action survives and may be pros 
cuted by the decedent’s legal rep: 
sentatives. 


WE ASKED: How many crematories 


are there in the United States? 


since 1872 
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To 99°, of the industrial world this 
question will seem unimportant, but it 
illustrates the broad scope of industrial 
marketing problems constantly en- 


countered by manufacturers. The real 


be. significance is that the answer was 
found in the MARKET DATA BOOK, 


demonstrating again the thoroughness 


with which this authoritative study of 


markets is made. Government bureaus, 


trade associations and business publi- 


cations all contribute towards making 


reference book. 


this the industrial advertiser's primary 


The Ray Oil Burner Company is only one of the thousands of industrial and trade adver- 


tisers who rely on the MARKET DATA BOOK for their market and media information about 
the hundred different industrial and trade divisions which must be considered in sales and 
advertising programs. In this particular instance the information from the MARKET DATA 
BOOK enabled them to arrive at an accurate estimate of their sales potential in the field 
being studied. For 26 years the Ray Oil Burner Company has been first in sales of large, 


horizontal, atomizing heavy oil burners to business and industry. 
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Question 53: Can you state in 
a few words what it was that the 
Supreme Court recently decided in 
the so-called “dress design piracy” 
case? 


Answer 53: The case referred to 


involved an order of the Federal 
Trade Commission requiring gar- 
ment manufacturers to cease and 


desist from certain practices found 
to be unfair and tending to estab- 
lish a monopoly. The garment 
manufacturers in question had com- 
bined for the purpose of preventing 
the copying of their original dress 
designs or creations and they under- 
took to accomplish their purposes by 
boycotting all dealers who sold gar- 
ments which were copies of such 
dress designs. The manufacturers 
operated through an organization 


| zation, 


controlled by them and known as 
Fashion Originators’ Guild of Amer- 
ica. The Federal Trade Commission 
held that the purposes of and means 
used by the manufacturers consti- 
tuted a violation of the Sherman 
and Clayton Acts and the Supreme 
Court sustained that ruling. 
Question 54: Is it permissible for 
a manufacturer to use the word 
“Scout” on a knife or other articles 
of a kind used by Boy Scouts with- 
out the endorsement and permission 
of the Boy Scouts of America? 
Answer 54: The correspondent 
who submitted this question stated 
that he had heard that it was not 
permissible to use the Scout name 
in the manner stated without the 
specific consent of the Scout organi- 
but that he knew of many 


instances in which the name was 
being used without such consent. 
The answer to the question, of 
course, is that he has been correctly 
informed, that no one may use the 
name “Scout” on such a product as 
a knife, hat, uniform, hatchet or 
camping equipment without the per- 
mission of the Scout organization. 
The Federal Trade Commission has 
ruled on this question in a number 
of cases. 

Question 55: May an advertiser 
state that his product kills the fungi 
of athlete’s foot? 

Answer 55: The Federal Trade 
Commission has definitely frowned 
on such a statement. In fact, the 
manufacturer of one of the most 
extensively advertised products 
claimed to be a remedy for athlete’s 


foot has recently entered into a stip- 
ulation agreeing not to make any 
such statement in its advertising 
material in the future 
Question 56: So far as the 
vacy law is concerned, 
hibit the use of the 
nstitution in an ad? 


pri- 
does it pro- 
name of an 


Answer 56: It does not. The 
leading case to that effect is one 
involving the name of Vassar Col- 
lege. 

Ellis Adds Two 

Baker Ostrin, radio writer, and 
C. H. Dykeman, copy writer, have 
joined Sherman K. Ellis & Co., Chi- 


cago Mr. Ostrin was formerly 
with Ruthrauff & Ryan, Chicago, 
and Mr. Dykeman with Maxon, 


Chicago. 


and the 


MARKET 


DATA 
BOOK 


supplied 


the answer 


* 


says, * 


Charles H. Davis, Advertising Manager of the Ray Oil Burner Company, 
San Francisco, Cal., also uses the MARKET DATA BOOK in planning his advertising program. He 


The limits imposed by our very restricted budget for space necessitates the most careful 


analysis of those media which we do employ, and in that analysis, we have found the MARKET 
DATA BOOK an impartial reference.” 


* 


Independent 
Survey Proves 
Multiple Uses 


A recent independent survey conducted among executives of advertis- 
ing agencies and manufacturers showed that 60.6°/, use the MARKET 
DATA BOOK for checking markets, 54.8°/, for checking publication 
rates and circulations, 50°/, for making up media lists, 44.2°/, for pre- 
paring a quick analysis of the market for a given line of products, 32.7°/, 
for determining sales potentials, 22.1°/, as a reference source at adver- 
tising agency conferences and 21.2°/, for other occasional uses. 


= 


THe MARKET Dara Bi 


NEW PRODUCT 


ITTOOK A WAR 


to give this fine Argentine 
Vermouth its place in the sun! 


GLOBO 
“ys tfnk VERMOUTH 


With a stopper headline to lead off, 

newspaper advertising has been launched 

for a new South American product, 

Globo Argentine vermouth. ‘War" 

finds its way into other headlines in the 

campaign drawn up by Brisacher, Davis 
& Staff, San Francisco. 


South American 


Vermouth Invades 
U. S. Market 


San Francisco, June 25.—A new 
product from down South Ameri- 
ca way, Globo Argentine  ver- 


mouth, has invaded the United 
States market in a bid for the pop- 
ularity granted war-torn 
Kurope’s vermouths 

The campaign, featuring a 
line and two 168-line 
advertisements, got 
Washington, D. C., 
scheduled for 
larger 


once 


784- 
newspaper 
under way in 
and releases are 
most of the nation’s 
Headlines feature 
the war angle, pointing out that it 
took a war to bring this new drink 
to American shores, and that “war 
prices” now demanded for Euro- 
pean vermouths are deflated by 
Globo. “Vermouth to the North 
American taste!” copy declares 
pointing out that the makers of 
Globo altered their formulas to 
conform to United States prefer- 
dry vermouth. Both 
sweet vermouths are men- 
and retail at about $1.39 a 


cities. 


ences for a 
dry and 
tioned, 
quart. 

The new product is distributed in 
the United States by G. H. Mumm 
Champagne & Associates, Inc., New 
York, and W. J. Mulligan & Co., 
San Francisco. Brisacher, Davis & 
Staff, San Francisco, handles the 
advertising. 


-Rejoins “Ames Tribune” 


James Goodwin, Jr., formerly 
with the Winter Advertising Agency 
in Des Moines, has joined the 
advertising staff of the Daily Tri- 
bune, Ames, Ia. He was with the 
Tribune before going to the agency. 


COLUMBIA'S 
STATION 
FOR THE 

SOUTHWEST 


KFA 


WICHITA 
KANSAS 


Call Any Edward Petry Office 


eee 


po , eC | "a 
a 
Mae 
ee " 
. ) a q 2 . 
t ’ . S.oB8°c €.08°0 
de 
> k * } vemmours 4 
f Lose . } 
« @ oo hk: x 
2 — oa 
— 3 
. ———— ee af r adi 
: _ » | . “ _ tT : i 
y 1” soa . 
| b 4 Sct ee Seo aT i) 
a q , es. nf S400 SA + . ier ’ ~ ° 
; | Jag : ra vie Tae , to : v " : : 
' oe . . li ‘A ’ >; 3 a ' 4 <M ’ : 
Oe ; 
{ 4 oe a —_, . 
—— wil Tae ' ’ . | 
i ns eee OF | in .* we : 
t —— _— » ss a 7 
; ig : 10 Le, = 7 
ei - , | : 
2 ee 1 ¢ ee . , § 5 4 i , : 
| an Kod Oy | _ . 
y ae ge 
| ot ays | “ae | 
Sey . Pe s yw ? ay 
Bi | i . \E Ga ” 
| eS ae \ > ah | . 
| — . OF as . 
’ -_ : = ; - ¢ ‘ 
* ee ~ . 
8 pn o> : / | 
\ be eae) ‘2 oe ; 
é . » Ks 
a — : 
, F © —e a 
ee 3 » . _ | ge . 
ra ; o —_ iselil ™ a ~~ oe 4 4 7 
| ~ a - pare , ~ — he, i 
Pes < ae v. = a Pd a ea 3 goa ee . | 
il . : Rey “te 3 
a —aoe Bi | 
ge, ey . ne a ee TTY ; _ 
as a - 7" = ae A, Oe “ _ = i « ; . > ‘, ‘ 
ate i ° ™ , aX Me, . : . - ~ > be . 
: be is ait? 5 , SS ORT Ss 7 : a . : he 
Z LS 
ee : 
‘* 
gs DOK Ge 
Fe We | 
— 
| 
aie eee ‘4 ¢ “3 4 mae : - Mg Far ge 2 is Pea ; By c sort) — ae vey ¥ 4 4 A Deas ns 7. ¢ c “ u * “ d +? ’ * ‘ fm aa 
‘ ie oa ia F - , og ae Le a Be AH ae aint oe ie ~ Boi eee Ad oak oe ee * + , Pi alt ; a i : aie. eee Pe : oN } : Y ap te r 2 Sel Bie é Bs 
LS fo. a eM ae eas ee ag, ee ae cee nee Re SM eee i ee Ieee 4? w ce So Nt eae poe a AL t wees OL Re Oe = i — __ cee b+ 
Tye a a 4 4 ; ¥ it Bese See Pee ¢ ; a i = Aa RE, ei: Cee. rat ei ‘ Pale in & a > . “3 & be <¥; nae on ‘5 a ao 1 ae re Rf 


24 


ADVERTISING AGE 


June 30, 1941 


CBS Proceeds with 
Television Plans 


for July 1 Start 


New York, June 24.—Unable to 
lay out a definite schedule because 
of difficulties in securing trained 


equipment and replace- 
ment parts, Columbia Broadcasting 
System is going ahead this week 
with tentative plans for television 
broadcasting beginning around July 
1, according to rules recently issued 
by the Federal Communications 
Commission. 

CBS is considering a schedule of 
afternoon programs from 2:30 to 3 
p. m. Monday through Friday, 
from 2 to 4 p. m. Saturday, and 
evening programs from 8 to 9:30 
p. m. Monday through Thursday 
and 8 to 10 p. m. on Friday. Sun- 
day programs are not planned at 
present. 

No plans have been made for 
sponsored programs since only a 
few sets in the New York area are 
equipped to receive signals on the 


personnel, 


channel to which CBS has been 
assigned. When Channel No. 2, 
formerly assigned to government 


services, was reassigned to CBS by 
the FCC last summer, major adjust- 
ments were required in the CBS 
transmitter which is expected to 
begin operations July 1. 


Moves Offices 


Lithographers National 
tion has moved its offices to 
Lexington avenue, New York. 


420 


Associa- | 


To cover this prosperous” 
American Market, USE— 
Puerto Rico oh 


WORLD 2 ms 


English Daily serving the ' 
—_ Americans in Puerto Rico | 


420 lexington Avenue, New York 


| ware 
on 34 


Coleman Joins Blair 


Thomas B. Coleman, Jr., 
leave the Biow Company, New 
York, July 
1 to jointhe New 
York staff of 
John Blair & 
Co., national 


will 


radio represen- 
tative. He has 
been with the 
3iow Company 
since January, 
1940, serving as 


account execu- 


tive on 3ulova 
Watch, Ever- 
sharp, and Hills 


Brothers Com- 
pany accounts. 
Prior to joining Biow, he was with 
J. Sterling Getchell, Lord & Thomas, 
and General Outdoor Advertising. 
Most of Mr. Coleman’s experience 
has been in the radio field 


T. B. Coleman, Jr. 


-Expropriates XERA 


Station XERA, Mexico, 
border from Del Rio, 
expropriated by the Mexican gov- 
ernment. The station was built and 
operated by Dr. John R. Brinkley, 
goat gland specialist and ex-Kansas 
gubernatorial candidate, when the 
Federal Communications Commis- 
sion ordered him off the air in the 
United States. Dr. Brinkley relin- 
quished control of the station some 
time ago, and it was being operated 
by a private Mexican company. 


across the 
Tex., has been 


Features 1937 Costs 


American Stores Company has 
been using large size newspaper 
space to feature today’s prices with 
those of 1937 in dailies throughout 
Pennsylvania, New Jersey, Dela- 
and Maryland, proving that 
items listed there are now 
savings of from 2 to 13 cents per 
item. 


To Richard A. Foley 


T. Bircharde Kenvin, forraerly 
with Campbell-Ewald and N. W. 
Ayer & Son, Inc., has joined the 
copy department of Richard A. Fo- 
ley Advertising Agency, Inc., Phila- 
delphia. 


‘Agency Names Schneider 


William H. Schneider, 
rector, Donahue & Coe, 
has been elected a 
of the agency. 


art 
New York, 
vice-president 


Total City 


TOTAL NET PAID . 


newspaper medium. 


Oakland 


ESCLUSIVE ASSOCIATE Pants 


OAKLAND TRIBUNE CIRCULATION 
ABC Publisher's Statement, March 31, 1941 


City Carrier and Dealer 


Total City and Suburban 


This record-breaking Tribune circulation is concentrated in the Pacific 
Coast's Third Market. Reacl: the thousands of able-to-buy families in 
this great, rich trading area through the columns of this dominating 


GREATEST HOME DELIVERED DAILY CITY CIRCULATION IN NORTHERN CALIFORNIA 


Topping a 67-year 
record of growth, the 
circulation of the 
Oakland Tribune, 
both daily and Sun- 
day, today has 
reached an ALL- 
TIME HIGH. 


Daily 


59,337 


Sunday 


64,696 
65,209 70,634 
80,203 87,014 


84,274 93,147 


Tribune 


wietrwoTO © umiThO PRESS 


pee. Representatives: WILLIAMS, LAWRENCE G CRESMER CO 
Member of AMERICAN NEWSPAPER PUBLISHERS’ ASSOCIATION 


Magarin and | Samiap: NEWSPAPER GROUPS. INCORPORATED 


di- | 


Getting Personal 


Everybody had a good time at the outing of the Industrial Adver- 


tising Association at Plandome, L. 
home with prizes. Winners at golf 
for a low gross of 82; 
and Wheeler Spackman, Mining & 
gross of 83; “Davey” 
48; 
Tom Tredwell, Architectural 
Don and Kurt Buttenheim, 
doubles winners. . . 

Louis T. Steele, assistant a.e. 
July 12 to Marjorie Blair, 


Davison, New 
and Ray Thierer, Food Industries, 
Record, 
Buttenheim-Dix 


at Benton & Bowles, 
Washington, 


I., but some of the revelers came 
were Warren Shelley, N. W. Ayer, 


John Ora, Factory Management & Maintenance, 


Metallurgy, tied with second low 
Jersey Zinc Company, low net of 
second low net of 49. At tennis, 
was the singles winner, and 
Publishing Company, 


will be married 


D. C. The prospective bride 


THE IAA'S "SOURDOUGH QUARTET" 


A lot of the fun at the annual outing of the Industrial Advertising Association of 
New York was supplied by this mustachioed foursome (left to right: Paul Traeger, 


Simmons-Boardman 


Publishing Corporation; 


George Morrison, Ingersoll-Rand 


Company; Henry Lee, Simmons-Boardman; and Stan Knisely, Associated Business 
Papers. 


has been appearing with the Alexander 


Man Who Came to Dinner.” 
Bartlett Arkell, 
Nut Packing Company after 


who recently resigned as president of 


Woollcott company of “The 


the Beech 


heading the company for 50 years, cele- 


brated his 79th birthday June 10 at his summer home in Manchester, 


i or 
pendent, 


Major L. B. Brown, publisher, St. 
celebrated his 80th birthday at his desk June 13... 


Petersburg Evening Inde- 


George H. Reppert, Jr., who was in the business department of 


N. W. Ayer’s Philadelphia office until the army got him, 
important business 
engaged to Helene S. Fennesbresque of Montclair, N. J. 


of the vastly more 
stationed at Indiantown Gap, 

Eldon Park, asst. s.m., 
near Hollyridge, N. C., 
Charles H. Carson, ad. dir., 


Pa., 


WCCO, has been reelected to the 


Roanoke Times and World-News, 
cuperating from a severe heart attack. 


is thinking 
married. He’s 
George is 


of getting 


with the 108th Field Artillery. . . 
WLW, Cincinnati, 
as a lst lieut. 


has gone to Camp Davis, 
in an anti-aircraft detachment. . . 
is re- 
. Earl H. Gammons, g.m., 
board of directors and executive 


committee of the Better Business Bureau of Minneapolis. . . 


Dorothea Brennan, educational 


National Association, 


director of the Lithographers 


has traded advertising and turbulent midtown 


Manhattan for more rustic duties. In her new role she’ll manage a 
small West Virginia hotel she has purchased to be near hubby’s 
business. . . 


There’s no holding Sam Boyd, production manager at Needham & 


Grohmann, 
the 


since he not only won 
American Legion Advertising 


a prize at the golf tournament of 
Men’s Post 209, but also shot a 


hole-in-one on his home course at Northport, L. I... 


And BBDO's Carl Sodi, a 65-handicap player, 
playing golf for 


handed clubs and 
a startling ace on the third hole 
of the Plandome, L. I., Golf Club 
course at the agency’s 11th an- 
nual tournament. Sodi said he 
thought he used a No. 5 iron, 
and, asked if he would take up 
the game, opined, “I guess I'll 
have to, now.”” BBDO’s art di- 
rector, Harry Payne, won the 
chairman's cup, and Bruce Bar- 
ton and J. D. Danforth both won 
traveling bags—for the best putt 
and low 18-hole gross. . . 


Arthur Otis, Alemite indus- 
trial copywriter at Hays Mac- 
farland, Chicago, has written a 


book of verse, “A Little 
Casual Verse,” 
been published 
House, Chicago. Versifier Otis 
has included 100 bits in the 
volume, which incidentally is 
printed on wallpaper. 

Peyton Anderson, 
Macon Telegraph, and a lieut. in 
the Naval Reserve, has been 
named public relations officer in 
the 6th and 7th naval districts, 
including Georgia, Florida and 
the Carolinas. 

Luther Williams, pub. dir., 
Mid-Continent Petroleum Corp., 
and John Schleppey of the 
Schleppey Outdoor Adv. Co., 


Book of 
which has just 
by Normandy 


Jr., pres, 


The awards were made 
Hanlan, Public Service Co., 
man. E. T. Wigg, mgr 
$30 in gasoline coupons for the best 
tising during the past year. 
won second prize of $100 and $ 
blood awards were given by W. G. 
by KVOO and KTUL 


each 
largest number of new members for the Tulsa 
at the club’s annual picnic. 


Roy Youngblood, 
$20 in coupons. 


rented a set of left- 
the first time in his life—made 


HOLE-IN-ONE 


Carl Sodi of BBDO's art department 
made the golfer's dream come true by 
scoring a hole-in-one while playing the 
game for the first time in his life. 

won $200 for rounding up the 
Advertising Federation. 
Miss Margaret 


was awarded $100 as membership chair- 
. Better Business Bureau, 


won $200 in cash and 
criticism of a piece of local adver- 
a.m., Palace Clothiers, 
The Wigg and Young- 
Skelly and the membership prizes 


Forbes Warns 
of Dangers in 
Ad Cessations 


New York, June 25.—Companie 
which plan to suspend advertising 
because they are swamped wit! 
business, because of increasing diffi 
culty in getting materials, becaus 
_of strikes or who plan to suppre 
all their regular advertising ar 
curtail sales forces are taking 
“extremely shortsighted view 
their responsibilities to custome 
and stockholders” in the opinion 
B. C. Forbes, editor of Forbes. M 
Forbes voiced this belief in an ed 
torial entitled “Wisdom Calls fi 
Foresight” in a recent issue of h 


publication. 
“How much wiser are certa 
other managements,” wrote M 


Forbes. “Some have mapped con 

| prehensive institutional advertising 
| for the first time in their history 
They are determined to leave no 
stone unturned to retain the good- 
will of their normal buyers, not 
only by contacting them as dili- 
| gently as before, but by telling the 
trade and the public exactly why 
|} all demands will not be promptly 
met while government orders have 
the right of way.” 

Those who fail to maintain their 
advertising schedules “lack enough 
business statesmanship,”’ wrote Mr 
| Forbes, “to look ahead, to analyze 
what will befall them when their 
war orders peter out and to gird 
| themselves against disaster when 
that time comes as come it must.” 
The editorial quoted Paul Garrett, 
vice-president of General Motors 
and director of public relations, as 
well as James Stillman, who built 
the National City Bank of New 
York, the latter to the effect that 
|‘*Many a man sacrifices a $10 ulti- 
mate profit for an immediate $1 
profit.” 


Advances C. W. Nax 

Charles W. Nax, for 26 years 
classified advertising manager of 
the St. Louis Globe-Democrat, has 
been appointed to the newly- 
created post of executive assist- 
ant, which involves liason duties 
between executive officers and per- 
sonnel. Mr. Nax joined the Globe- 
Democrat in 1915, and is a _ past 
| president of the Association of 
Newspaper Classified Advertising 
Managers. 


To W. H. Millhaem 


William A. Joplin, former Port- 
land manager for McCann-Erick- 
son, Inc., has joined W. H. Millhaem 
& Co., Des Moines. The Lindfelt 
| Mfg. Company, Des Moines, has ap- 
|pointed the Millhaem agency to 
handle its advertising. Class, wom- 
en’s apparel, and trade journals will 


be used. 
Donates Time 

Wilf Brothers, Philadelphia, 
through its agency, Philip Klein 
Advertising Agency, has offered to 
donate its 15-minute daily radio 
program to the Treasury Depart- 
ment. The Wilf program is heard 


every morning 
8:45 o'clock over 


except Sunday at 


WFIL. 


SPOT BROADCASTING 


permits spot budgeting 
to fit each market's volume! 


‘ 
More money tor 
the HOT SPOTS 
‘ 
/ 
‘ 
4 
wasted on 


the DEAD SPOTS 


Ul 
‘ 
, 
Special attention tor 
PROBLEM SPOTS 
‘ 
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Next Six Months’ 
Promotion Seen as 
Equalling Ist Half 


(Continued from Page 2) 
steel for sale but we _ believe 
keeping up our advertising. 

G. E. Wruck, advertising man- 
ager, John F. Jelke Company: Our 
advertising will at least equal the 
last half of last year; maybe there 


in 


will be a little increase. 

International Harvester Com- 
pany: Our advertising won't be 
stepped up. The uncertainty of 


materials and the general situation 


make it unwise to look too far 
ahead. 

Standard Oil of Indiana: Can't 
make a statement. Impossible to 
predict what may happen. 

Agencies More Cheerful 

Typical expressions from the 
agency front generally struck an 
optimistic note, although mental 
reservations were expressed in 
every case. Among the opinions 


gathered by ADVERTISING AGE were 
the following: 

H. R. Van Gunten, media direc- 
tor, Lord & Thomas: With a single 
exception, all of our accounts are 
holding up or are slightly ahead of 
last year, and the situation looks 
good for the remainder of the year. 
Consequently, we expect to at least 
equal last year’s billings. 

J. R. Lieber, secretary, Blackett- 


Sample-Hummert: From contracts 
we have on our books now we're 
sure our billing for the next six 


months will equal last year. Adver- 


looks pretty good—as good as last 
year or better except in those few 
cases where companies are having 
| difficulties getting materials. 

A. E. Tatham, vice-president, 
Young & Rubicam: Everything 
looks swell and that’s not just 
Pollyanna. The war has affected 
some accounts adversely, and some 
favorably, but by and large, busi- 
ness is good, and linage and expen- 
ditures on our accounts will be 
about the same as last year or a 
little better. 

Maurice H. Needham, president, 
Needham, Louis & Brorby: Com- 
mitments will be heavier the last 
half of the year. There is plenty 
of confidence. There will be sev- 
eral increases. 

Don Murphy,  Reincke - Ellis - 
Younggreen & Finn: We've noticed 
no change, except for one account 
which is reappraising its promo- 
tional position. 


Paul E. Watson, vice-president, 
Ruthrauff & Ryan: The average 
volume for the agency as a whole 


tisers are more cautious about 
where and how they spend their | 
money, but there seem to be no} 
holdbacks among our clients. Most 


of them, especially in the food and 
drug fields, look for increasingly 
better business. 

Sterling Peacock, vice-president, 
N. W. Ayer & Son: The accounts 
served through this office are main- 
taining their general advertising 
and promotional programs as pre- 


viously adopted, and the outlook 
for the last half of the year is, 
therefore, quite satisfactory. Some 


accounts have made moderate ex- 
pansions recently to conform with 
increased volume and _ potentials. 
In other cases, where manufactur- 
ing capacity has been diverted to 
defense work, advertising objectives 
naturally have been changed, but 
activity is being continued and in 
some instances even expanded. 
Gordon Best, executive’ vice- 
president, McJunkin Advertising 
Company: The last half of the year 


z Write for Photo Library 
of 2000 Subjects 


. 425 5S. WABASH AVE. CHICAGO 


” 


will be up a little for the past half 
of the year. 

Joe R. Collins, advertising man- 
ager, Libby, McNeill & Libby: Our 
company has a long-standing policy 


against revealing promotion plans 
in advance, so I cannot tell you 
what we shall do the next six 


months, or even give you a com- 
parative percentage figure. I can 
say, however, that our promotional 
campaign will be bigger this year 
than last. 


DETROITERS KNOW NOTHING, 
SAY NOTHING ON OUTLOOK 


Detroit, June 26.—Confusion and 
uncertainty characterize the outlook 
for advertising during the next six 
months far as the automobile 
industry is concerned, and it is al- 
most impossible to get any respon- 


as 


sible executive to make even a gen- | 


jeral statement, let alone a specific 


one. The situation in the industry 
is exemplified by this statement 
made to ADVERTISING AGE by one of 


the top executives of General Mo- | 


tors: 

“It is too early to make 
general statement about our plans 
for the next six months. Our adver- 
tising plans are in a formative state 
Of course I have a rough idea, but 
would not want to make it known 
because something might come up 
within the next few days that would 
change the picture entirely. We are 
just starting to discuss our plans 
now. The uncertainty about pro- 
duction is what makes it diffi- 
cult at this time to outline a pro- 
gram. We don’t know how many 
cars we will be permitted to make. 
Everyone regards the 20 per cent 
reduction agreed upon with the 
OPM as only tentative, and looks for 
further reductions. How much, we 
don’t know. Any plans we make 
now must be very elastic. After 
all, advertising must bear a relation 
to amount of production.” 


sO 


Extends to Retail Field 


Others “guess” that appropria- 
tions in the motor industry may be 
down from 30 to 50 per cent, al- 
|though one company confessed to 
/only a 12 per cent reduction on the 
|basis of present plans. The same 
feeling of uncertainty extends to 
other lines and even into the retail 
field, where business is bound to be 
excellent, but where there is con- 
siderable concern felt about ability 
to replenish inventories 

Home appliance manufacturers, 
however, anticipate using more ad- 
vertising, unless priorities throw a 
;}monkey wrench into their produc- 
ition. One company, which refused 
to be quoted, has planned a 75 per 
cent increase for the last half of the 
year compared with last year, but 
explained that much of this increase 
was due to spreading its appropria- 
tion around the calendar 
of concentrating it in the 
months. 


PITTSBURGH GENERALLY 
OPTIMISTIC ON OUTLOOK 
Pittsburgh, June 26.—There has 
been little or no curtailment of ad- 
vertising schedules on the part 
national advertisers located here 
Most will carry out their programs 
planned earlier, while in other 
curtailment of consumer ad- 
vertising has been diverted to addi- 


instead 
spring 


ot 


a> 


cases 


even a 


ADVERTISING AGE 


tional institutional or business copy. | 


Pittsburgh agencies report the ma- 
jority of their clients are planning 
to spend much and, in some 
cases, a little more than they spent 
last year. Media expect increased 
sales over last year and even over 
the first six months of this year, 
which was an unusually good pe- 


as 


riod. All emphasize, however, that 
these predictions can be upset over 
night by rapidly changing condi- 
tions. Here are some typical situa- 
tions: 


Aluminum Company of America 
plans to equal last year’s promotion 
figure during the next six months, 
even though its product advertising 
was curtailed several months ago 
The money now is being spent in 
prestige-building copy, as reported 
in ADVERTISING AGE some time ago 

H. J. Heinz Company: As recently 
reported in ADVERTISING AGE, Heinz 
has scheduled the largest newspaper 
campaign in its history for the 1941- 
42 fiscal year. This will start 
September, using about 500 
papers in 355 trading areas. 


In 
news- 


Typical Agency Reports 


Koppers Company: Plans to spend 
about the same amount as last yea 
for business paper advertising, plus 
an increase represented by a special 
campaign in Time. 

On the agency front, the follow- 
ing are typical: 


| spend 


W. S. Walker, Walker & Down- 
ing: Expects the last six months to 
equal or slightly exceed 1940. Some 
clients are down, but increases in 
other cases should at least equalize 
the over-all picture. 

Edgar D. Mason, Albert P. Hill 
Company: Expenditures of agency's 
clients will closely approximate 
those of last half of last year. A 
lconsiderable increase in institu- 
tional copy is anticipated. 

Ketchum, MacLeod & Grove: Lit- 
tle or no change in clients’ pro- 
grams. Last half business expected 
to parallel corresponding 1940 
riod. 


OUTLOOK NOT CLEAR 


pe- 


‘IN PHILADELPHIA 


Philadelphia, June 26 
adelphia advertisers 


Few Phil- 


or agencies 


| were willing even to hazard a guess 


the outlook 
months, but 
ADVERTISING 
lowing: 
A. N 
ger, 
pany 


on for the 
comments 


AGE included 


next 
given 
the 


SIX 
to 
fol- 


Dingee, advertising mana- 
Electric Storage Battery Com- 

Expenditures for the last half 
will be at least ten per cent higher 
than last year. “We don’t depend 
on our momentum to retain leader- 


iship in the automotive and indus- 
itrial battery field.” 


Harold Miller, advertising direc- 
tor, John B. Stetson Company: Will 


more money in publication 


advertising. Being a style adver- 
tiser, we use color pages, and this 
fall and winter will continue this 
policy but buy more circulation 

King Aitkin, Aitkin-Kynett Com- 
pany: Most of our clients realize the 
necessity of continuous advertising 
so we are not plagued with cancel- 
lations. We have had some rumors 
of cancellations, but we are by no 
means worried. 


No Curtailments Yet 


Jerome Gray, Gray and Rogers, 
Inc.: Although we handle a number 
of durable goods accounts no cur- 
tailments have been noticed so far. 
On the other hand, some clients are 
having trouble getting raw materi- 
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FREE DESCRIPTIVE 
MANUAL ON REQUEST 
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Is This Your Doctor's Office? 


More and more the physician is carrying on his practice in the hospital. 
More and more he is dependent on the scientific aids to diagnosis and 


treatment available only in well-equipped, well-organized and well-managed 


hospitals. 


That is why the hospital, more than ever, is the purchasing agent for the 
innumerable products required by physicians and surgeons in the care of 
their patients, of whom 10,000,000 annually receive hospital service. The 
medical man remains a factor of great importance to manufacturers of 
pharmaceuticals, instruments, dressings and all of the other things required 
in the treatment of the patient—but in most cases the hospital buys these 


things for him, sometimes at his suggestion and many times on its own 


initiative. 


That is why leading manufacturers of medical and surgical products, who 
want to be sure that whether the physician sees the patient in his office or 


treats him in the hospital, their products will be constantly available for 


use, cultivate hospitals in the same careful way in which they approach the 


profession. 


The fastest growing hospital magazine is HOSPITAL MANAGEMENT. 
It is tops in editorial authority, alertness and service to the field. It's grow- 
ing because it's delivering improved service to readers and advertisers. 
May we tell you the whole story? 


HOSPITAL MANAGEMENT 


The Only ABC-ABP Publication in the Field 


NEW YORK CHICAGO PORTLAND LOS ANGELES SAN FRANCISCO 
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als and will undoubtedly cut their 
schedules. The Motor-Stoker Com- 
pany could logically double its ap- 
propriation on the Eastern Seaboard 
since the news went out that fuel 
il will be scarce, but while the pro- 
gram would justified, they sim- 
ply cannot get enough iron and steel 
so they may go to institutional copy. 

Thomas H. Cardoff, advertising 
manager, Farm Journal and Farm- 


be 


er’s Wife, reported that contracts 
for the last half already in show 
this year’s business well ahead of 


last year, and attributed the gains 
in part to the shutting off of for- 
eign markets for implement manu- 
facturers, plus the increasing recog- 


nition of the importance of the farm 
market by general advertisers. 
An interesting sidelight on the 


current situation was presented by 
Joseph S. Hildreth, vice-president 
of the Chilton Company, large pub- 
lisher of business papers, including 
several in the automotive field. Con- 
tracts reviewed at a board meeting 
earlier this month were 22 per cent 
ahead of the last six months of 1940, 
he said, and “‘to date we have had 
no cancellations from regular ad- 
vertisers in Automotive Industries, 
Motor Age or Iron Age. As a matter 
of fact, Motor Age contracts now 
stand at almost 50 per cent higher 
than 1940 figures. It looks as though 
national advertisers are going to 
take pretty good care of trade pub- 
lications, regardless of curtailments 
in other media. They seem to feel 
that they must retain the good will 


ef dealers reached by the trade 
press.” 
SAN FRANCISCO LOOKS 
FORWARD CHEERFULLY 

San Francisco, June 26.—Three 


speeds forward and one reverse! All 


KWKH 


SHREVEPORT 
LOUISIANA 


covers” the 
central southwest 


50,000 WATTS 
CBS 


A Shreveport Times Station 
- 
REPRESENTED BY 
THE BRANHAM COMPANY 


*425,683 Listening Families 
CBS Audit-Nighttime Coverage 


are necessary to San Francisco an- 


alysts driving the 1941 advertising | 


course. 

Leading advertising agency opin- 
ions are typified by Lord & Thomas’ 
comment that outside of shipping 
(services curtailed by government’s 
taking so many ships) all accounts 
are going on without curtailment, 
and some are making increases. As- 
sociated Oil schedules, for instance, 
remain the same, while such local 
headliners as Owl Drug and Roos 
Bros. are rising to a “terrific” busi- 
ness. So prospects for the second 
half of 1941 “look a little better’ to 
that agency. 


J. Walter Thompson’s clients are | 
averaged as “pretty happy” over | 
prospects for remainder of 1941. 
McCann-Fiickson cornments that | 
Yosemite Park is virtually “sold | 
out” for the season, but is main- 
taining its regular advertising. In- 


creases for such consumer goods as 
foods and beer will, they think, off- 
set curtailments due to scarcity in 
fall goods in certain instances. 


Some Plan Increases 


Sperry Flour says its advertising 
will run about the same as last year, 
as is the case also with Hawaiian 
Pineapple. M. J. B. Coffee antici- 
pates adding a little to its normal 
late fall advertising. Folger Coffee 
Company says its promotion will 
run between 15 and 20 per 
more this year than last. 
Calculators is increasing 
ing, 
new potentials. On the other hand, 
raw material deficiences has caued 
Paraffine Companies to discontinue 
advertising. Really in high gear are 
advertisers of luxury items in jew- 
elry and home equipment. One 
prominent San Francisco jewelry 
house, Albert S. Samuels Company, 
confesses to being almost scared by 
the way its business has jumped 
with one of the main departments 
showing an 85 per cent increase in 
sales. 


ST. LOUIS COMPANIES 
GIVE DEFINITE FIGURES 


advertis- 


St. Louis, June 26.—Definite fig- | 
ures on the outlook for the next six 
months were gathered from a ma- 


jority of accounts and agencies here, 
and the general picture seems more 
optimistic than most. Typical com- 
ments follow: 

Gardner Advertising Company: 
Out of 15 major accounts who ad- 
vertised nationally during the last 
six months of 1940, ten will show 
definite increases for the last six 
months of this year; two have budg- 
ets pending with increases _indi- 
cated; and three are spending on the 
1940 level. One account—Stokely 
Bros.—contemplates an increase of 


| . 
/}about 25 per cent on national maga- 


zines alone. 

Wm. C. D’Arcy, president, D’Arcy 
Advertising Company: Present out- 
look is bright, and agency looks for- 


cent | 
Friden | 


with office appliances showing | 


| Wabash 


‘ward to best six months in its his- 
tory. Clients expect to increase 
advertising unless imponderables of 
the present situation compel drastic 
|changes in plans. 

Budgets Holding Steady 


Gordon Hertzlet, vice-president, 
|Anfenger Advertising Agency: Cli- 
/ents’ budgets just about holding 
|their own compared with last year. 

Lou Westheimer, president, West- 
|heimer & Co.: Over-all billings ex- 
| pected to increase 25 per cent over 
last year. Only two clients’ budg- 
ets will be off, approximately 20 per 
j}cent. One of these manufactures 
'work shoes and is snowed under 
with government orders. Increases 
among others range from 10 to 40 
per cent over last year. 

Clifford F. Broeder, president, 
|Clifford F. Broeder Advertising 
Agency: Some 85 per cent of our ac- 
counts are in the industrial field, 
and as a whole we expect our budg- 
|ets to increase 10 to 15 per cent. 

Oakleigh French, president, Oak- 
leigh R. French & Associates: Be- 
lieves industrial accounts, 
pally handled by his agency, will be 
up 40 to 60 per cent. 

Kent Ravenscroft, 
manager, Gaylord Container Corpo- 
ration: Advertising budget for 
six months up 40 per cent over 
year. 

George Tilton, 
ger, 


last 


Anheuser-Busch: This 
of last year. 
Purina Mills: 
| advertising budgets planned for all 
cereal and feeds departments 
George Niedt, president, Steelcote 
Mfg. Company: Advertising budget 
will show a definite over 
the last six months of last year. 
| Missouri Pacific—St. Louis South- 
| western—Missouri -Kansas - Texas 
Frisco—all reported simi- 
situations; that advertising 
be maintained, but may not 


increase 


is, 


lar 
will 


: ‘ | 
show appreciable increases, although | 


| business in much better. Increased 


| revenue 


is helping to add new 
equipment, improvements and serv- 
ices, and advertising of these new 
features will naturally follow 

} 

LITTLE CHANGE SEEN 

IN LOS ANGELES 

| Los Angeles, June 26.—Generally 

| speaking Los Angeles advertising 


|agencies and advertisers expect ex- 
penditures for advertising and pro- 
|}motion for the last six months of 
'1941 to be approximately the same 
slightly higher than the corre- 
sponding period for 1940. 
Meanwhile, newspapers experi- 
encing a rather dull first six months 
in 1941 don’t expect much better 
business for the last six months. If 
linage holds its own in comparison 
with the last six months of 1940, 
they'll apparently be happy and not 
too surprised if it slips slightly. On 
jthe other hand, radio stations look 


or 


: iiemaball + 90¢— 


To Give You An Idea 


of the seale of prices and quantities, 
10 Displayw Prints enlarged to 24°x36" 
fron ne orminal, $1.70 each—-25 at 
$1.40 wh— other quantities and sizes 
in proportio Color is not restricted 
to black. but i7 NO 1IPDED COST 
can be blue, brown or red on white 
Write or phone iTLAS, WHITEHALI 
575. and let us show wou how th 
new Atlas Display Print will hel rive 
vour display problem — economic fie 


ATLAS DISPLAY PRINTS will help newspaper advertising 
pay extra dividends if you blow-up your ads and place them 
in windows and throughout the store at strategic point-of- 


sale locations. 


Ad and Display men all over the country are 


capitalizing on this new, economical, attention -command- 
ing, sales-making, photographic blow-up! 


We feel confident your sales promotion efforts will be 


rewarded by their use! Why 
of their merit? 


pCOPT hee ot aah 


not try them and be convinced 


225 WH. MICHIGAN AVENUE 
919 WH MICHIGAN AVENUE 
221 MW. LASALLE STREET 
104 S. MICHIGAN AVENUE 


princi- | 


advertising| 


last | 


General increase in| 


HART, SCHAFFNER AIMS AT "NEW MARKET" 
© 


Vee te atwage tere extreme 
me 


Mart tchaffner 
© Mars Nails ; 
& Mars Nails 0 


hme 


ey Si) 
DUNLAP'S 
_—— > neha es 
DUNLAP’S . : 
or:-. 3 


. 
~_ @ man's 
freatest assets 
Mme ev nt nar 
Fane a se arenes me 


Mart tchaffner 
« Mars Nuits 


|| DUNLAP 'S 
+. ee 
=< °* 
DUNLAP'S 
« 2 


Four of the newspaper advertisements being offered dealers by Hart, Schaffner & 
Marx which are designed especially to hit the vast new market of men who have 
gone back to work or whose income has increased in recent months. 


The copy is 


frankly on the sentimental side. 


advertising mana-| 
year’s | 
| advertising will at least equal that| 


forward to good business. 

Typical replies from advertising | 
agencies queried are: Buchanan & 
Co., no change; Erwin, Wasey, up 
about 10 per cent; Botsford, Con- 
stantine & Gardner, no change; Mc- 
Cann-Erickson, no change. One of 
the largest West Coast agencies 
which handles a number of national | 
accounts reported an expected in- 
|crease of 20 per cent. 

National or regional advertisers | 
contacted, including California Fruit | 
Growers Exchange, Union Oil Com- | 
|pany, Gilmore Oil Company, Wal- 
nut Growers report no change. 

However, Union Oil Company 
pointed out that last year was its! 
50th anniversary and 
was slightly higher than usual. 
equal a year which was more than 
normal would indicate that its ex- 
penditures for the last six months 
will be up. 


CLEVELAND PICTURE 
GENERALLY FAVORABLE 


expenditure 
To 


Cleveland, June 26. — Although 
few comments are available, the 


consensus here is that there will be 
little letup in advertising during the 
last six months of the year. In fact 


many see an increase. 

Bayless-Kerr Company says no 
cancellations are in_ sight. This 
agency anticipates a 5 to 10 per 
cent increase in its clients’ adver- 
tising for the period. 

The White Motor Company pro- 
gram, according to George H. 


Scragg, director 
sales promotion, 


of advertising and 
was fixed early in 
the year and the company will ad- 
j}here to it regardless of conditions. 
In spite of the fact that orders are 
being received faster than produc- 
tion can take care of them, the com- 
pany has no intention of ceasing to 
advertise. Maintaining its place in 
the truck market considered 
vitally important 


Is 


Swing to Institutional Copy 
One change the 
made, however, is a 
jeral institutional 
ing copy 
White's 
six months 
per cent 


company has 
swing to gen- 
and prestige-build- 
in place of product copy 
advertising for the last 
will be more than 20 
above last year. Last year 
the organization was using black 
and white in weeklies every six 
weeks; this year it using color 
every four weeks. In the trade pa- 
pers 12-time schedule takes the 
place last year’s 6-time schedule 
and publications being 
used 
Griswold-Eshleman 
looks for business the last six 
months to equal or exceed last vear, 
according to Charles Farran, vice- 
president. Any curtailment of com- 
panies whose products 
manded by defense will be offset by 
consumer goods advertisers. There 
is a growing appreciation for adver- 
tising generally, says Mr. Farran, 
a means of communication between 


is 
a 


of 


more are 


Company 


are de- 


as 


the advertiser and the public. He 
feels that it will be used more ex- 
tensively for purposes other than 


selling. Goodwill depends up: 
manufacturers explaining the situa- 
tion when they are unable to sup- 


ply their product due to defense de- 
|mands. 


See Slight Increase 


The Cleveland office of McCann- 
Erickson anticipates a_ slight 
crease for the last six months, ac- 
cording to R. T. Hanks, manager 
Only one client has indicated an ad- 
vertising cut during this period, and 
the increases of other clients will 


|probably more than make it up. 


CINCINNATI BIG ONES 
TO KEEP RIGHT ON 

Cincinnati, June 26.—The large 
national advertisers in Cincinnati 
are not planning any decrease in 
their advertising expenditures fo: 
the last six months of 1941 com- 
pared to the same period in 1940 

Procter & Gamble Company re- 
ports that its advertising expendi- 
tures will be the same all during 
1941 as during 1940 and that there 
will be no decrease. 

Andrew Jergens Company will 
spend approximately 20 per t 
more for advertising the last x 
months of 1941, compared to 1940, 
in line with increased expenditures 
for the entire year. Part of the 
crease in advertising expenditure 
due to the fact that they are pro- 
moting two new items. 

A member of the firm of Ralph H 
Jones Company reports that prac- 
tically all its clients are increasing 
their expenditures for the last six 
months. While refusing to give the 


ne 


1s 


J 


names of the clients or any definite 
amounts, the statement was made 
that the increases will be from 10 


to 20 per cent. 


COLLINS 
MILLER & 
HUTCHINGS 


PHOTO-ENGRAVERS 
IN CHICAGO 
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lowing strong upswing in sales a P| 0 tial lain Names 

| these accounts in last twelve months { , 

|Food products particularly strong. $50 ans 0 en Executive Director : 

| R. J. Potts, handling transporta-| » Dorothy W. Anderson, fashion 


rr ;merchandiser of Arnold Constable 
- e tion, petroleum products, and gen- | 'T @as Ho se. : 
Cdvé jeral accounts: Most programs | [ u u & Co. for the past two years, has 


been named executive director of 
|range but a gradual increase Es. | 


ithe New York Dress Institute, which 
llast October has not diminished. Ex-| : S00 OF i 


‘is to conduct a $4,500,000 campaign 
pect final months of 1941 to con-| in Washington |for the New York fashion industry 
tinue this gain. |during the next three years. 

Beaumont and Hohman, special- (Continued from Page 1) Mrs. Anderson will take up her 
ist in transportation accounts such | , , new duties July 1 although she will 
: 


- = winter was ochtaine 
ns TWA. Geeeheund and teukee abe an msm hy Bs agp vod |retain her position as a member of 
’ e ‘pose, < ree duplicates 
lines: All programs are on a par so eee ° the board of the Fifth avenue de- 


——<———— ¢ » > > 
The rates for this department are as follows: ; es far but are so arranged that they made. partme nt store. First copy spon- 
Help Wanted,” “Positions Wanted,” “Representatives Wanted,” and , , Desirable Locati | sored by the Institute, and the first 
“Representatives Available,” 30 cents a line, minimum charge $1. ‘Terms |Ca@n be curtailed if defense demands seu canes 


cash with order. 
All other classifications (single insertion rates): % in., $2.75; 1 to 3 in., 
$4.75 per inch. 


in a continuous business paper 
drive to stimulate cooperation by 
retailers, appeared June 26 in 


call for additional facilities. Pres- | 


SUS Oe “Treasury House” occupies what 
ent indications not so strong as last} 


is probably the most desirable loca- 


year. but hendlt | tion_in downtown Washington, an | Women’s Wear Daily. 
Re oy . | OC 
POSITIONS WANTED HELP WANTED Potts a rr ’ noft og gee ordinarily vacant lot between Penn-|,. : 

ee tn tind — > > we) > aey ‘ 
Adv. Layout Man—Agcy. Dept. Store Sinclnir-Mastersen Personnel accounts a es > “de and |S) tvania avenue and the Depart- Liquidate Simpers Co. 
exp. Fast, creative ideas also prod. 120 S. La Salle Street schools and industrials: ooads and) ment of Commerce Building, | Liquidation of The Simpers Com- 
& lettering. Prefer steady pos. in Announce their removal small items should increase 20 per 
Chgo. bounded by 


14th and 15th streets,|Pany, New York agency, has been 
In addition to the house, the de- el eee ae -- pon 
fense motif will be strengthened |‘ a ~—— cid a bce 
by the presence of a variety of mili- join J. Walter Thompson Company, 


to larger quarters ‘ sent ‘ . “OW 

Box 3398, ADVERTISING AGE, Chgo.| Room 1749, 310 S. Michigan Avenue cent. Uncertain tax and raw ma- 
Keep a step ahead of the Draft—In- Cooapnscy get June 30. Serving] terials supply situation holding back 
sure uninterrupted service with ajemployer and employee efficiently in , ; “PAS lieve 
mature, versatile, stop-gap, who can ill types of advertising positions, male expected increases. Do not believe 


write, photograph, design and color|0r female. No charge to employer last part of this year will be as tary and naval equipment. At last New York, on July 1. 

layouts, and do research work. A =e Ni TAT strong as 1940. Wid Esso’ forts ; 1 Phas . 

real background finest references. RE: v VE DAY AILABLE reports, ssO's efforts to lure a Coleman To Australia 

Wm. W. Roberts, 600 Michigan Bldg., Experienced (ii yrs.) “publication BUDGETS bomber away from the Army had! : ~ 

Detroit, Michigan. __ | representative now handling one RHODE ISLAND ois enema d oot a Goi . ; i Loyd Ring Coleman, formerly 

BUSINESS SERVICE | APC;ABP. publication Midwest—east | SHOW CONFIDENCE eed Meee @ntit nent ToL, | director of the J. Walter Thompson 

catia YS _= to Pennsylvania—desires one addi- i as wae tanks and other equipment loaned Company offices in Central Europe 

HELP WHEN YOU NEED IT! tional audited publication to sell on Providence, R. L, June 26. Wel by the Army, Navy and Marine |has left - Australi: joi 

Call DEL, 4522 for skilled, sales | straight commission. Age 39, college . . oo * — jhas left for Australia to join the 


minded help in producing sales port-| graduate, married, good references shall spend about 10 per cent more 


folios and presentations that graphi- | including present connection—and ex-|for advertising during the last six 
eally tell and sell! Some of Chicago's | cellent performance record, _ is vear against the 
leading firms depend on me for sales} Box 3392, ADVE RT ISING AGE, Chgo months of this year again: 


: also be established on the grounds. | 
promotion, booklets, direct mail, and —- TT TLANE =- —~|same period of 1940,” says Albert Daily concerts by the Army PA Cc KS Oo F G U M 
= copy that hits the mark. sc A ous / Jainwrig sales anager r ; : ’ r Bs 
D! le ma bec _|A. Wainwright, sales manager,| y., y and Marine bands will be that 


N. Nelson, 540 NX. Mich, » DEL 4522. a WORL D iF Amol . FIRMS UL 1 SE ’ .e¢ —on . P , YY > 
~~ | Bairdset ads for 30 years. It Pays Manchester Silver Company, Provi- | staged at the scene, and other spe- 


Mr. Sales Manager? 
Let me show you how to help your Lary and night service, clean proofs, dence. : | cial events are planned to draw th PACK A WALLOP 
conalleed housecorkan, “You'serveas| time, “ads ‘hull Sete betters 2°"! | Rumford Chemical Works, Rum-|jargest possible crowds to the area, 
- editor. I do the work. Edward Edel- BAIRD adsetters, 1S EB. Kinzie, |ford, will spend as much and will! no 
stein, 201 N. Wells St. Dea. 8557. NHI. 447 Chero, continue expansion of its news- 
! paper advertising. This company 
S. C. Baer Company, specializing | vertising will take in all advertising uses small sized newspaper space 
: { in industrial accounts, such as The| media will, in the opinion of most) and has added about 100 news- 
Tuenefeld Stove Company and Kirk|newspapers and radio stations in | papers since starting this type of 
4 & Blume Company asserts that these | this area, rob them of what a few advertising last fall. 


Corps will be there. Recruiting |agency’s Australian division. 
| Stations for the armed services will 


bonds will actually be sold on 
the grounds, but escorts will be 
provided by Esso to the nearby 
Treasury Building for those who 
desire to buy more than stamps. 
The whole plan was conceived 
and is directed by E. K. Atkinson, 


; industrial accounts will increase; months ago they expected to be a John P Burdick, advertising Esso promotion manager for Mary- 
1. their trade paper advertising from| boom last-six-months-of-1941 sea-| manager, Brown & Sharpe Mfg land, Delaware, Virginia and the 
d 50 to 60 per cent the last six months | son. Company, says his company will District of Columbia. The Treas- 
il of the year. The Philip Carey Com- Agencies and media both agree | spend the same as last year ury’s assistance and permission was 
pany would be willing to increase} that industries such as motors, ap- An executive of a food manufac- gained, after which the Treasury 
its expenditures, but is faced with a| pliances, radio, etc., have curtailed | turing plant reports that the com-) enlisted the cooperation of other 4 sticks of it in the cleverest ad 
shortage of materials. all their late year programs, while — a spend 10 per ma ae government departments. Other medium in years. 
foods, apparel, and other not at) during the next six months AN) efforts of similar nature mav be Appeals to men, women and 
- K. C. MEDIA MOURN present “shortage” lines are increas- executive in the automotive indus-/| made in other cities children alike. 
t LOSS OF AUTO LINAGE ing the scope of their advertising| try, who declines to be quoted, Marschalk & Pratt, Esso’s radio Sheer novelty rivets attention to 
1 Kansas City, Mo., June 26.—The | and merchandising. states that his company will spend agency, is arranging broadcasting your ad. 
| known drop that new motor car ad- TWA Plans Big Drive more, as it has done throughout the | getai}s. Write, phone or wire for low 
x present year. m _ prices. 
Here are some typical situations: . 
~ . NJ ac 
| Tienesniiaael i Wain ihe Agencies See Increase Closes N. Y. Office AMERICAN DISTRIBUTORS. INC 
e- sg — ne of » biggest w Tr Ci aig ' Glenn Griswol s ciate s has . , 
: De oie cic ne een cammbkty | Advertsing agencies expect busi-/ moe its New ork ofce to 20/1750 Adams Stree 
> story > co ‘ y a 3 y 
ing ' . ‘ , ees ness from clients to be at least as a eae a oe ee : 
ras ‘What Are the Best Selling break in the last three months of ramen’ or enchaliie about 15 per cent N. Wacker Drive, Chicago, , Toledo, Ohio 
Colors?” is the title of the this year. The late summer cam- better than for the six months of 
nig s gre; > _ i ¢ 
vill Sie eerie | st |S sreatly under that of 1940.) 1949 Lawrence Lanpher, treas- 
a Probably the total for the six Be - & Gel farber. say 
eres we are conducting. If you months will be under that of last | UTET anguer & re oy oes 
a areinterested in colordata Jivan™ woth rng a mig 
, ¥ . . indication 1a 0 > ’ >» as 
alee why not get in touch with Ferry-Hanly Advertising Com-| sood or better than for the 1940 
“y pany, handling such accounts as| °°" . Kaeo ¢ Siabiahion senna 
“2 EAGLE PRINTING INK CO. Forum Cafeterias, H. D. Lee, Cook pee See eae . 7 a 
Z DIVISION « GENERAL PRINTING INK CORP. Paint and Varnish Company, Cole- expects business to be 15-15 pe 
ro- 100 SIXTH AVENUE, NEW YORK concggl ys ee cent better. 
CHICAGO CINCINNATI = PHILADELPHIA man Lamp and Stove, Butler Mig. Media advertising will run about 
JERSEY CITY BALTIMORE CAMBRIDGE |Company, ete.: 20 to 25 per cent : ay ’ 
a | gain over same period last year, fol- the same as for the 1940 period. 
1C- lait ae sini ale aaicaaaed While advertising of consumer 
B goods shows signs of increase, it is 
” believed that automotive and gaso- | 
the line and fuel advertising may be 
nite 


f : reduced. This section will prob- 

ade ably suffer from a fuel and gaso- 

ad Buffalo > Only line shortage which may reduce 
advertising of those products. 


Armand Budget Doubled 


Evening Newspaper Des Moines, June 26.—Armand 


Company, cosmetic manufacturer, 

reports its advertising budget 

nearly doubled as a result of a 

P e | >| planned expansion in _ its field 

, y +e . | t » Rollins Hosiery Mills reports its 

rovides oOmp CLE budget for the last six months of 

~ the year slightly up over last year 

CC over; ’ - f t | . Local agencies expect business to 

el a ge O 1¢ exceed last year, although many 

— accounts have lost ground One 

P ili we | OF agency, which reported losing an 

Fa hl 1es In t 12 ity $80,000 account because of inability 

to secure aluminum and another 

r account because it could not secure 

| Zone at One Low Cost motors, says that despite these 

losses it will have a better year 
than last. 


Plans 9% Increase 
- N Norfolk, Va., June 26.—Norfolk | 
a mS 7 T . ‘ ’ 
Bur I ALO Ey ENING EW ~ & Western Railway Company here 
, vr reports that it will spend nine per 
Edward H. Butler, Editor and Publisher cent more for advertising during 
> 

. . the next six months than !ast year. - Aye. 

216.6006 Net Paid Daily Shenandoah Life In urance or m- INDIANA S MOST POWERFUL $s 
‘ pany here also reports an increase, 
KELLY-SVITH CO.. National Representatives but did not reveal the exact per- 


New York Chicago Philadelphia Detroit Boston Atlanta Kansas City co Ag te el meee age c. : fw WESTINGHOUSE RADIO STATIONS Ine 


RS 


~ ae ee ee err eee 


nmenee marte st accc 2 se 
agency, reports most accounts un KOKA KYW WB8Z WBZA WOWO WGL weos 


changes Siem last year, Win Grnees REPRESENTED NATIONALLY BY NBC SPOT SALES 
running 5 to 10 per cent ahead. 
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Foresee Possible 
New Delay in FCC 
Network Inquiry 


Washington, D. C., June 26.- 
Network broadcasting’s future re- 
mained up in the air this week as | 
the industry and the Federal Com- 
munications Commission awaited 
the resumption of hearings on the 
White resolution by the Senate 
Interstate Commerce Committee 
and the possible introduction of 
new legislation designed to more 
clearly define FCC's’ regulatory 
powers. 

Hearings were recessed last week 
after three weeks of sessions, and | 
no date has been set as yet for their | 
resumption. Only a few more wit- | 
nesses are yet to be heard, although 
it is possible that some of the 
broadcasters who have occupied the 


witness chair may ask for more 
time in which to answer FCC 
Chairman James L. Fly. 

Chairman Fly, upon concluding 
his testimony early in the second 
week of hearings, was promised 
the chance to appear again after | 
the broadcasters had stated their | 


case in support of Sen. Wallace H. | 
White’s proposal. If Chairman Fly | 
makes statements which radio men | 
feel should be answered, the hear- 
ings are due to be prolonged at | 
least a day or two. A new compli- 
cating factor arose today when it 
was learned that the committee 
chairman, Sen. Burton K. Wheeler, 
has been asked to rest by his doc- | 
tor. The Montana Democrat has | 
cancelled several speaking engage- 
ments as a result. It is possible 
that the senator’s slight indisposi- 
tion may cause him to further post- | 
pone the re-opening of hearings. | 
It is also possible that the doctor’s | 
warning may keep Sen. Wheeler in 
Washington instead of on speaking 


trips, and thus speed committee | 
action. 
The sentiment expressed’ by 


Chairman Wheeler and other com- 
mittee members last week to the 
effect that new legislation is needed 
to cover spcifically broadcasting 
developments” since the current 
statute was enacted has brought no 
results to date. Sen. White re- 
vealed early in the inquiry, how- 
ever, that he has legislation all 
drafted and awaits only a_ propi- 
tious time to present it to Congress. 
Sen. White has also been in delicate 
health and has been spending much | 


of his time in his home state of 
Maine. He has said that he is pre- 
pared to introduce his bill upon 


24-hour notice. 


FR E —E with your 
first Order 

Jer and Brush FREE with your first order 
S S$ Artist Rubber Cement. Nationally 
-esed, 3 grades: Light, Medium, Heavy. $2.75. 
per gal. postpaid. For Friskhets use $ $ Spe- 
Ss ciel Frisket Cement, $3.50 per gel 


RUBBER CEMENT CO. 


1438 No Halsted St. CHICAGO, ILL 


DEPENDABLE 
MARKET 
RESEARCH 
TABULATING 


BoA 


OVS 


Complete facilities and long ex- 
perience enable us to meet the | 


exacting demands of agencies, 


publishers and marketing analysts. 


FREE Booklet 


Write today for your copy of the 
free booklet, “Economy in Market 
Research." 


RECORDING & STATISTICAL CORP. 
102 Mdiden Lane, New York. N. Y. 


MONTREAL TORONTO 


FTC Bans Tire 
Copy Discarded 
by Industry 


Washington, D. C., June 24.— 
The Federal Trade Commission 


cracked down at long last today on 


extravagant tire advertising of the | 
| type 
| criticism back in 1939. FTC entered 


which caused widespread 
cease -and-desist orders against 
Goodyear Tire & Rubber Company, 
B. F. Goodrich Company and Fire- 
stone Tire & Rubber Company. 
Two leading chains, Sears, Roebuck 


& Co. and Western Auto Supply | 
Company, were also named. 
Under the orders, FTC banned 


the term “list price’’ and phrases of | 
similar meaning except when used | 
to designate prices of the actual | 
tires or tubes advertised; forbade | 
mention of a specific tire or tube} 
price except in cases where the | 
price mentioned is “the bona fide | 
actual selling price’; barred refer- | 
to 


ences savings or discounts on | 
customary selling prices except) 
when applied to prices in effect 


immediately prior to the discount 
representations; and ruled out dis- 
count claims which do not take into 
account customary trade-in allow- 
ances. 

All respondents except Western | 
Auto were ordered to cease adver- | 
tising discounts which the FTC said | 
are in reality computed upon selling 
prices of higher-priced products; 
and to cease representing that a 
specified tire is offered for sale 
when such merchandise is. not 
offered but is replaced by another 
tire of a different kind. 


Demands Current Prices 


Sears, Roebuck and Western Auto 


° ° eae | 
were singled out for prohibitions | 
against advertising discounts} 
afforded purchasers, when in fact 


such discounts are computed upon | 
the prices of competitor’s products, | 
unless both prices are regular cur- | 
rent retail selling prices. 

Sears, Roebuck was 
cease misrepresenting 
tubes as being of one grade when 
actually they are of another, and 
that tubes can be bought at a per- 
centage saving when purchased in 
combination with tires unless the 
saving resulting from the combi- 
nation offer is computed upon the 
regular selling prices of each item. 

FTC ruled that purchasers were 
misled into believing that adver- 
tised savings were reductions from 
regular retail prices, and that they 
understood “list price’ to mean the 
regular retail quotation. 


Goodrich Welcomes Order 


Through its public — relations 
counsel, B. F. Goodrich issued the 
following statement on the FTC tire 
decision: “The order of the FTC 
made public today relative to tire 


ordered to} 
tires and| 


advertising which appeared in 1939 


is welcomed by the B. F. Goodrich 
Company. It believes this order is 
in the best interests of the tire 


|industry itself and of the tire-buy- 


ing public.” 

The tire industry, which is now 
concerned about the possibility of 
not being able to meet consumer 
demand due to defense needs, 
claims to have outlawed the prac- 
tices now banned officially by FTC 
Following the barrage of price dis- 
count copy in the summer of 1939, 
and strong criticism of it voiced by 
tire dealers and Better Business 
Bureau groups, a code of practices 
was adopted voluntarily. FTC com- 


plaints stemming from that time 
had been pending until today’s 
orders wrote “finis’” to the matter. 


To Increase Advertising 


Huffman Full Fashioned Mills, 
Morganton, N. C., will increase con- 
sumer advertising in 11 women’s 
magazines for its Flatternit hosiery, 
featuring tie-ups with motion pic- 


ture stars. Norman D. Waters & 
Associates, New York, is the 
agency. 


Forms Own Company 

Grover W. Boyd, formerly presi- 
dent of Delisser - Boyd, Inc., has 
organized his own company, known 
The Grover Boyd Company, 
publishers representative, at 67 W 
44th street, New York. 


as 


THIS WEEK 


Index of Retail Activity in 
83 Important Markets 


Based on total retail advertising volume in all newspapers 


(Copyright, 1941, by Advertising Publications, Inc.) 
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25-Week 25-Week 25-Week 
Period Period Period 
Ended KEndea ended 


June 24, 1939 June 23,1940 June 21, 1941 
Akron, © 4,858,076 4,700,490 4,968,471 
Albany, N. Y 4,858,756 3,961,379 4,161,009 
Atlanta, Ga. ... Ka 8,122,452 7,318,482 7,757,825 
Baltimore, Md. 10,685,376 11,008,819 11,800,299 
Birmingham, Ala. ‘ 6,222,142 6,833,686 7,285,186 
Boston, Mass. ........ W420,888 9,106,101 9,420,008 
Bridgeport, Conn 41,674,624 4,933,152 5,238,456 
| Buffalo, N. Y¥......:. 7,869,162 7,202,958 7,913,883 
Camden, N. J.. i ‘ 1,992,942 2,664,228 2,571,191 
Cedar Rapids, ta 2 369,806 2,345,756 2,404,598 
Charleston, W. Va. 5,041,827 4,926,048 5,289,515 
Chicago, I) . 14,817,103 14,221,303 14,598,783 
Cincinnati, © 7,766,652 8,160,488 8,533,985 
Cleveland, © 8,642,493 B,YSS533 9,304,640 
| Columbus. 4) 8,405,085 6,555,803 6.594.780 
Dallas, Tex ‘ 10,187,108 9,847,421 §So4,680 
Davenport, la $510,259 4,660,463 
Davton, © ras 6,751,644 6.879 034 
Denver, Colo 4,444,031 4,071,462 
Des Moines la 3,262,854 3,313,984 
Detroit, Mich esoese 9,449,828 10,121,764 1 
Kl Paso, Tex », OSS USO 5,308,317 
Erie, Pa , pean 1,623,780 4,513,670 
Evansville, Ind ‘ ' 5,446,374 5,846,148 
Fall River, Mass <ee 1,626,082 1,675,981 1,835,535 
Flint, Mich ais , 1.459.476 4,320,834 $547,606 
Fort Wayne, Ind..... 5,148,559 5,349,173 5,367,992 
(jary, Ind hb 2 SO0.688 2.043.875 180.92] 
Grand Rapids, Mich 4,277,356 1,462,869 4.S07,104 
(Greenville, S. ¢ 3,126,165 $96,398 TOG S67 
Houston, Tex 8,213,898 9,100,572 9,390,800 
Huntington, W. Va 3,612,869 1,045,608 1,266,565 
Indianapolis, Ind 7,942,184 8,550,993 W. 108,347 
Jacksonville, Fla 4,3 4,741,534 1.027,930 
Jersey City, N. J 1, 1.080.787 1.090.505 
|} Kansas City, Kan 1,511,643 1,355,198 
Knoxville, Tenn », 182,366 5,187,379 
Little Roek, Ark ; 4,496,436 $800,046 
Los Angeles Cal . 12,066,049 11,580,722 
Louisville, Ky 7,095, 835 7,497,191 
Lynn, Mas 1.720.836 
Manchester, N. H L773,175 
"Memphis, Tenn 6,528,242 
Miami, Fla 7.420.019 
Milwaukee, Wis 8,306,235 
Minneapolis, Minn 6,947,704 »4OS GSS 5,672,680 
Moline-Rock Island, 11) 1.060.774 4,084,084 1.462.018 
‘Nassau County, L. I 1.356.706 1.144.443 1,866,249 
New Bedford, Mass 1,502,928 1,627,332 1,821,525 
New Haven, Conn 1,484,354 1,660,054 1.806.000 
New Orleans, La 357,357 9,769,322 %,681,232 
New York, N. Y... 20,311,894 28, 824.864 4) y 
Brookivn, N.Y 2 000,156 1,781,962 1.5 ; 
Norfolk, Va. . 4,618,628 4,752,864 5 3 
Oakland, Cal 3,828,424 1,310,100 1.444,190 
Oklahoma City, Okla.. 2,827,530 1,190,186 
Omaha, Neb 2 977.361 2 017.370 
Peoria, 11 ve 5,745,278 6,131,482 
Philadelphia, Pa 13, 13, 3 14.807, 386 
Phoenix, Ariz : 3,994,214 1.236.864 
Pittsburgh, Pa 10.625.858 10.922. 058 
Portland, Ore 5.345.742 6,207,980 
Providence, KR. 1 > 857.2381 5 RT8. 307 
Reading, Va >.136.153 » 297.100 
Richmond, Va 6,205,710 6,141,436 
Rochester, N \ 160,008 7.624.570 7.875.471 
Rockford, I) 3,832,192 4.115.426 4,483,798 
Sacramento, Cal 4,036,256 2 759.899 41238. 266 
San Antonio Tex 1S7,490 3,571,036 4,129,268 
San Diego, Cal 6.256.073 5.097. 568 G92 S08 
Seattle, Wash 5,515,382 5, 805,826 ’ 
South tend, Ind ‘ 2 660.974 2 613,999 ” 
Spokane, Wash : 222,492 O67,498 3 
St Louis, Mo P &S RO8 980 9 O8R8.985 & 
St. Paul, Minn 5,151,187 954.852 5.099.015 
Syracuse, N. Y 5,885,838 LSTO.808 \ OO8 O77 
Tacoma, Wash O00. 984 180.740 1948 O84 
Tampa, Fla 3,203,158 4,051,138 3,954,128 
“Toronto, Ont Can & O89 O88 7.662.948 
Troy, N. ¥ 2.104.834 2 119.220 282.366 
Tulsa, Okla 4,390,824 4.636.750 $808,488 
Washington DPD C 15,499,257 1¢ 0.9549 17.578.960 
Youngstown, © 622.949 1.018.720 4 1.086 
Total 479,470,290 4$54.648.474 506.162.434 
1 Atlanta Georwiar and Sunday American ceased 
publication Dec 17. 1939 
2 Chicago Herald & Exam. discontinued Aug. 28, 1939 7 
Minneapolis Star and Journal merged Aug. 1. 1438 
; Newsday launched Sept 1940 
San Diego Sun suspended publication Nov. 25, 1938 s 
6 Commercial Appeal published 328-page Centennial 
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1941 1941 Week 
over over kinded 
1939 1440 
2.3 5.7 173,810 
14.4 5.0 152,764 
+ 6.0 231,728 
+ 10.4 Py 427,157 
+17.1 + 6.6 242,872 
. 3.4 314,492 
12.1 Sn 181.602 
0.6 9:7 276,777 
Pa 3.5 Oo 
1.5 2.5 46 880 
1. 7.4 
1.5 3.7 
a4 + 4.6 
2.9 0.6 
3.3 0.1 
5.6 2.6 
10.8 SS 
a0 5.9 
0 5.5 
13.2 vo 
11.2 6.6 
0.1 2.4 
7.8 46 Paulooe 
12.9 GF HO,105 
yan |) 5.2 Deaaage 
+43 0.4 208. 37¢ 
+ 13.6 + 4.5 116,110 
12.4 + 7.7 173,334 
1S.¢ + 6.0 30,655 
14.3 3.2 140.060 
18.1 5.5 165,654 
+ 14.7 + 6.5 322,588 
+ 12.7 3.% 161,084 
“9 O49 37.352 
S.7 10.4 6,259 
0 0.1 182.112 
10.2 8.8 174,356 
5.2 1.0 $43,108 
7.0 +5 7 275,186 
14.2 + 10.2 192,864 
1.5 ts 64,328 
13.7 OLS 244,002 
6.7 4.4 183,617 
18.6 7.8 2TO.040 
18.4 a4 210,904 
0.9 9.3 152,950 
57.6 63.1 47,718 
21.2 + 11.9 H1,62s 
9.2 +51 TS3.050 
a5 Oo 218.776 
Og Os 1055. 5387 
ort + 1.6 65.716 
12.9 0.7 189,406 
16.1 a | 150.889 
8.7 +5 163,268 
4.5 +1.3 105.085 
14.8 + 6.7 193,820 
a5 6.3 A21,3888 
21.1 S 141,848 
" +28 SUS HTN 
14 + 16.1 187,614 
1.4 4 199,781 
9.2 1 187,348 
,.1 10 238,47¢ 
».¢ 292,471 
17.0 “0 172,830 
e 10.1 134,512 
18.4 15.6 113,54 
> 16.2 217,47¢ 
7.5 at. 187,334 
9.9 + 11.8 103,491 
6 0.7 104.202 
o.e 112.16 
L.é ..0 TSO-8040 
14.9 it) 138,278 
“us , 6 104.340 
23.4 «4 132,o8¢ 
athe sn 
4 73 105,070 
9.5 7 192,318 
13.4 1% HHO 580 
19.5 7.8 143,724 
o.6 4.4 17,874,178 
issue Jar 1, 1940, containing 42 
vertising 
Svracuse Journal published 100t} 
tion March 26, 1939, containing 
Vertising 
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216.02 


Week 
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203,280 
167,010 
2ZY0,682 
476,906 
272,678 
344, 
201, 
310, 
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110, 
14s, 

48 


300, 


35% 
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ONT 
219 
922 
156 
163 
O46 
354,801 


Hon 


18.553 
lines 


Annivers 


- 1 
s lines 


June 23, 1940 June 21, 1941. Loss 


To Burdette Phillips 


The Bulletin Index, Pittsburgh, 
has appointed Burdette Phillips as 
Western advertising representative. 
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ADVERTISING AGE 


Point-of-Sale 
Displays Planned 
by Canadian Papers 


(Continued from Page 1) 


the association’s Bureau of Adver- 
tising, told ADVERTISING AGE. Point 
of sale displays have become in- 
creasingly difficult to obtain, espe- 
cially in better grade outlets, he 
said, and dealers have been show- 
ing a preference for local and pri- 
vate brands. 

The CDNA project calls for the 
creation of a series of displays based 
on the “related selling’ theme, 
which will be distributed monthly 
to several thousand of the best re- 
tail outlets in the Dominion through 
local newspapers. Careful investi- 
gation of the possibility of placing 
these displays has disclosed that 
dealers will use them eagerly be- 
cause they will be spared the em- 
barrassment of having to choose one 
manufacturer's display over another 
for installation in the limited space 
available for this purpose. Chain 
stores as well as independents have 
applauded the _ association's 
gram. 

Typical of the displays to be dis- 
tributed is the July theme which 
emphasizes “Vacation Needs.” Col- 
orful display cards, 10 by 15 and 15 
by 25 inches in size, show a young- 
ster carrying a load of familiar 
camping accessories, with a caption 
reading, “Check your daily newspa- 
per for vacation needs.” By em- 
ploying this card as the motif of a 
“related selling” display, the dealer 
will be able to group as many prod- 
ucts that tie up with the suggestion 
as he desires. 

In August the keynote will be 
“Hot Weather Needs,” and in Sep- 
tember the desirability of sending 
gift packets to Canadians serving 
abroad will be dramatized together 
with numerous suggestions for suit- 
able combinations. In subsequent 
months other timely themes will be 
made available to dealers, and local 

ewspapers will offer assistance in 
lining up complete product displays. 

Newspapers in 50 Canadian cities 
will cooperate and it is estimated 
that more than 2,500 desirable dis- 
play locations will be lined up across 
the country. Typical of the reac- 
tions already received is an editorial 
in the current issue of the Cana- 
dian Pharmaceutical Journal which 
lauds the program as a “natural” 
for druggists. Chain store opera- 
tors have already reserved displays 
to cover all their outlets, and manu- 
facturers have termed the plan a 
valuable asset in lining up the point 
of sale support they have found it 
difficult to enlist themselves. 


RAPID COPY SERVICE CO. 
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Roundup of Advertising Promotions in the Test Stage 


Navy Turns to 
Advertising in 
Recruiting Drive 


Washington, D. C., June 24.— 
Navy's. time-honored _ recruiting 


slogan, “Join the Navy and See the 
World,” will be dusted off and 
made the spearhead of an advertis- 
ing drive to encourage naval enlist- 
ment, it was disclosed here today. 

Secretary of the Navy Frank 


| Knox, no novice in advertising in | 
| View of his peace-time publishing | 


| post, announced that Batten, Bar- 
|ton, Durstine & Osborn, New York, 
|has been retained for a test cam- 
paign in small-town newspapers in 
Iowa, Indiana and Missouri. 

The experimental campaign is 
expected to get under way shortly. 
|If test results warrant, the drive 
|will be extended to other areas. 
The Navy, which ordinarily has far 
less trouble in gaining recruits 
than the Army, began intensified 
recruiting efforts recently and de- 
cided upon regular advertising to 
fill its quotas. 

BBDO’s appointment followed a 
competition in which 11 other 
major agencies also made presenta- 
tions. According to Secretary Knox, 
the BBDO plan was selected as the 
one best fitted to the Navy's needs. 
The relationship between client and 
agency will be the same as with a 
private concern, with BBDO receiv- 
ing its regular remuneration. 


| violation 


The test campaign will begin 
July 10 in 1,500 weekly and daily 
newspapers, all in towns of less | 


than 50,000 population, in the three 
|states. Initial insertions will be 
11,000 lines and the campaign will 
}continue for eight weeks. Accord- 
ing to Capt. Francis E. M. Whiting, 
director of recruiting, the campaign 
will be directed to boys in small 
towns because they seem to have 
an innate desire to join the navy, 
and many of the navy’s current 
personnel have a small-town back- 
ground. 

Object of the national campaign, 
to be laid out after the test, will 
be to raise personnel from the 
present 265,000 to 400,000 


Thomas B. Swann 


Heads Citrus Commission 


Thomas B. Swann, Winter Haven, 
and 


| Fla., 
citrus 


citrus grower veteran 
commis- 
sioner, has been 
elected chairman 
of the Florida 
Citrus Commis- 
sion recently ap- 
pointed by Gov- 
ernor Spessard 
Holland to ad- 
minister Florida 
citrus advertis- 
ing and regula- 
tions during the 
forthcoming 
year. 

Mr. Swann has 


Thomas B. Swann 


been a member 

of the commission almost con- 
|}tinuously since it was formed in 
1935. Arthur Kudner, Inc., handles 


advertising for the citrus growers. 


Hamilton Club Elects 


Jack W. Watters, assistant man- 
ager for Canada, Mill Owners Mu- 
tual Fire Insurance Company, has 
been elected president of the Ad- 


vertising and Sales Club of Hamil- 


ton, Ont. Other officers are T. M. 
Mayberry, Firestone Tire & Rub- 
ber Company of Canada, Ltd., 


vice-president; and Frank J. Seldon, 
Office Specialty Mfg. Company, 
Ltd., secretary-treasurer. 


NEW OFFER 


Using a quartet of newspapers, Mystic 


Laboratories, Inc., has just introduced 
this new cream deodorant. 


NBC-ASCAP Move 
Seen as Harbinger 
of Music Peace 


New York, June 26.—Hopes for 


peace on one front of the radio 
music war rose high this week as 
NBC and ASCAP took first steps 


over a considerable period of time 
to break up the existing deadlock 
and reach an agreement. With 
NBC officials, including President 
Niles Trammell, back from Wash- 
ington, meetings have been re- 
sumed. Despite the fact that 
ASCAP is preparing a suit charging 
NBC and other broadcasters with 
of the Sherman anti- 
trust act, it was emphasized that 
negotiations are continuing in a 
friendly atmosphere. 

Following the CBS counter-pro- 
posal to ASCAP which took the 
music industry by surprise last 
weekend, the situation on this front 
seemed to have simmered down to 
a stalemate again. ASCAP took 
the position that CBS was not mak- 
ing a “sincere” effort to reach an 
agreement and had made the pro- 
posal merely to tie up negotiations 


between ASCAP and NBC and to 
build a good case for itself in view 
of the pending anti-trust action 


}One ASCAP spokesman character- 


| 
| 


ized the proposal as a “joke.” CBS, 
on the other hand, maintained that 
the offer was made in good faith 
to end the “inconclusive negotia- 
tions” and “expedite availability of 
ASCAP music for the network's 
programs.” According to CBS, 
“the next move is up to ASCAP.” 

The CBS. proposal, extending 
through Dec. 31, 1949, with a five- 
year extension subject to arbitra- 
tion, suggests two payment plans, 
one on a blanket license and one 
on a per program basis 


| Market Research 


Council Elects 

Market Research Council, New 
York, has elected Will S. Johnson, 
Vick Chemical Company, as presi- 
dent, succeeding Arno H. Johnson, 
director of research, J. Walter 
Thompson Company. 

Elmo Roper, Elmo Roper, Inc., 
was elected’ vice-president; Dr 
D. B. Lucas, associate professor of 
marketing, New York University, 
secretary-treasurer; and H. M. Be- 
ville, research manager, National 
Broadcasting Company, executive 
committeeman-at-large 


Jaeger Elected Head 
of Chicago Club 


A. H. Jaeger, manager of the 
water heater sales division of Hot- 
point Company, Chicago, has been 
elected president of the Chicago 
Sales Executives Club, succeeding 
L. R. Maxwell of Booz, Fry, Allen & 
Hamilton 

Other officers named 
vice-president, V. E 
manager, Remington-Rand Com- 
pany; second vice-president, R. C 
Dickinson, vice-president, ice cream 
division, Borden Company; treas- 
urer, E. B. Moran, sales manager, 
National Association of Credit Men; 
and secretary, Charles W. Parsons, 
sales manager, Public Flow Meter 
Company 


Opens New Offices 


The Neighborhood Advertising 
Company has opened offices at 457 
Albany avenue, Hartford, Conn. 


first 
sales 


were: 
Logan, 


|}handled by the Nelson Rockefeller | 


OFFERS NEW DEODORANT 

Jersey City, N. J., June 25.— 
Mystic Laboratories, Inc., producer 
of Mystic hand cream and Immac 
liquid deodorant, today introduced 
a new Mystic cream deodorant in 
single 230-line insertions in four 
newspapers. No. further plans 
have been made. 

Copy made a special introductory 
offer of a 35 cent jar of the new 


deodorant with a 35 cent jar of 
Mystic hand cream, both for 49 
cents. The new product was de- 


scribed as “a smooth, fragrant van- 
ishing cream.” On the schedule 
were three New York papers, the 
Mirror, Sun and World-Telegram 
and the Newark News. Lawrence C. 
Gumbinner is the agency. 


Denies That Latin 


American Campaign 


ls Badly Handled 


New York, June 25.—Flatly con- 
tradicting published reports that the 
$600,000 travel campaign in Latin 
American newspapers had been mis- 


committee, Irwin A. Vladimir, pres- 
ident of Irwin Vladimir & Co., to- 
day declared the drive was well 
received in all quarters and was al- 
ready bearing results. He attributed 
criticisms of the campaign, which 
invited visitors to the United States 
and aimed ata better understanding 
among the peoples of the Western 
Hemisphere, to those with an axe to 
grind, interested in seeing the ap- 
propriation diverted into other 
channels. 


Mr. Vladimir, whose agency had | 
charge of placing the government's | 


campaign in Bolivia, Colombia, Ecu- 
ador and Peru, has just returned 
from a nine-weeks tour of Central 
and South America where he gath- 
ered facts from numerous editors, 
publishers, broadcasters and Amer- 
ican diplomats. All the evidence, 
he asserted, indicates that the “good 
neighbor” policy in general, and the 
work of the Rockefeller committee 


in particular has been highly suc- | 


cessful. 

Charges that the Latin American 
newspapers used in the 
were carelessly chosen and_ that 
Axis-sympathizing papers received 
fat contracts, while certain papers 
sympathetic to the United States 
were neglected, are without founda- 
tion, according to the agency head 
There were some instances of 
pers whose politics were “on the 
fence” 
tising, but this was considered to be 
in the interests of smart politics 


Denies Other Claims 


Assertions, however, that pro- 
American newspapers such as the 
Critica in Buenos Aires and the 


Vanguarda in Rio de Janeiro were 
overlooked are absolutely untrue, 
he declared Both these papers 
were on the original schedule and 
carried the campaign In a few 
cases, pro-American paper: the 
list quoted government agents a 
higher linage rate than had previ- 
ously been charged to private com- 
panies, and these were not included 
until the rate question was adjusted 

Further allegations that efforts of 


on 


the Rockefeller committee to oust 
Nazi agents from American. busi- 
ness firms in Latin America had 
backfired are equally untrue, Mr 
Viadimir added It has been re- 
ported that many of these agents, 


after being fired by their employ- 
ers, merely returned to the United 
States, sold their services to former 
employers’ competitors and returned 
to Latin America to steal business 
for their new firms. While admit- 
ting that no one can say positively 
that this has not happened in 
lated instances, Mr. Vladimir made 
it clear that he has yet to hear of 
any such case 


Elects Wells Director 


1SO- 


H. G. Wells. general manager of 
Station WJHP, Jacksonville, Fla., 
has been elected a director of the 


Jacksonville Advertising Club. 


Campaign | 


pa- | 


receiving some of the adver- | 


DUTY FREE 


It’s a pleasant duty to 
your budget to serve 


ee 


Noy 
SS / puny Ree 
DAIQUIRI 


COCTELERA RUM 


There's nothing quite like a 
smooth Daiquiri Cocktail of 
rum drink made the true Puerto 
Rico way. Io fact, genuine Dai- 
quiri Coctelera Rum is a bless- 
ing to all rum drinks... it's 
light ... it's delicate, yet full- 
flavored. Made in Puerto 
Rico, a U. S. possession, it's 
duty free. 


The Daiquiri Cocktail 
ty fresh lime jwice; 4 
Daiquiri Rum. Sweetea 
with granulated sugar of 


DAIQUIRI 


COCTELERA RUM 
either White or Gold” 
(both 80 prea) 
et ee oe eee 


Dry Ginger Ale, Inc., has started a test 

| campaign for ‘duty free" Daiquiri rum, 

which comes from Puerto Rico. Weekly 

246-line insertions are planned. J. M. 
Mathes, Inc., is the agency. 


| 
| Using the Hartford Courant, Canada 
| 


Advances Howard Givens 


Howard M. Givens, Jr., has been 
named manager of tool steel sales 
by Allegheny Ludlum Steel Cor- 
poration. He will make his head- 
|quarters in the Watervliet, N. Y., 
plant. 


To Harold H. Clapp 

George H. Egger, formerly vice- 
president in charge of sales of the 
Jefferson Island Salt Company, 
| Louisville, will join Harold’ H. 
Clapp, Inc., baby food manufac- 
turer, Rochester, N. Y., on July 1 


gZ 


CROSSED :- 


DEADLINES, 
you ship your plates and cuts by 
RAILWAY EXPRESS, at’ 
' Juse as fast 


with cheers, when 

‘the speed 

that speeds up speed 

for everything else, and at low, eco- 

nomical cates. A phone call brings us 

For Super-speed use AIR EXPRESS 
— 4 miles a minute. 


RALLWAYEXPRESS 


AGENCY Inc 


NATION-WIDE RAIL-AIR SERVICE 
ANAAAAAAAAAARARASAAN 


| 


ANANAAAASARAAAARARAN 


AAAAAAAAAAAAAAANASARANS 


PRINTING 


AITHORN service is 
CH comptere — Ad-Setting, 
Engraving and Printing. You 
can use one or all as required, 
but all are here ready to serve 
you. Experience proves that 
there is often a distinct advan- 
tage in having your typography 
done where you can get engrav- 
ings and press proofs in any 
quantity. Phone Wabash 7820. 


a” 


Faithorn Corporation 
504 Sherman Street, Chicago, Iilinois 


A Complete Day and Night Service for 
Advertisers and Advertising Agencies 
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Renew Sunburn 
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Notables Among 


flair for making friends was exer- 
cised throughout his entire life and 


_ SALES OF CHAIN STORES 


i 3 ; : : May—— - © Gain ——\—5 Months — % Gain 
Remed A eal Pallbearers at _is said to have carried considerable | 1 oo cnains 1941 1940 or Loss 1941 1940 or Loss 
y PP | weight in his business career. In ‘Jewel $ 2,947,707 $ 2,189,107 +34.6 § 13,820,712 §$ 10,515.020 431.4 
for Linit Starch Paul Block Rites «=| 7°22 sutound himself with | “Kroger, Gree. @ os is aso 21,068,368 +102 tos,z54768 97.98a,86 
evidence of his many friends in| «National Tea 5,241,877 41686017 +120 25277427 23°785°700 se ’ 
New York, June 25.—Corn Prod- New York, June 24.—Funeral advertising, publishing, political tSafeway 35,000,191 30,983,291 +13.0 198,777,175 180,391,633 +10 ; 
ucts Refining Company, which first | services were held today for Paul|@nd entertainment fields, Mr. Block} Group Tota! $ 66,433,134 $ 58,843,863 412.9 §346.630,098 $312,645,222 +16 
suggested the use of Linit starch | Block, president of Paul Block &| literally lined the walls of his New we hy were eT ae ee ee ee ais 
as a sunburn remedy in 1940, has Associates and newspaper pub-| York offices with pictures of his| Sspiegei __ Sg 808.542 4.386.531 49.6 vad ree H+ ad ee wher 
returned to the same appeal in an lisher, who died here after a three- | acquaintances. The many notables ws 60.519.761 45,904.611 oe eae cies — ee 
expanded summer campaign in. month illness. He was 63 years old.|from different walks of life who _ ns aa ir ysl eee ef 
newspapers and magazines. In-| At the time of his death, Mr. acted as honorary pallbearers at his Drag ¢h = engage on re Sener eee ” 
sertions are more frequent and!/ Block was publisher of the Pitts-|funeral today were his personal ow... $ 747,559 $ 707,971 45.6 §$ 5,873,498 $ 5,697,355 4: 
larger than in the 1940 drive. | burgh Post-Gazette, the Toledo friends. ee ae = Ao eel better Sete EE eB eae Pig go Mlle 
Copy plays up different parts of | Blade and the Toledo Times and at Mr. Block was born in Elmira, — - ° : 
the body—face, shoulders and legs| various times in his career had|N. Y., in 1877 and after studying at ee oat ee! |S SEES TERT FREES 0 MAURO 
—which suffer most from sunburn | acquired and sold a large number the local public schools began his "Bone y oe "3 4,059 833 $ 2,608,846 +55.6 §$ 16,528,551 §$ 11.312.49¢ PY 
and suggests a mask made of Linit, of other newspapers. The news-/| career as an advertising solicitor — oat oni ane as or erenee 
cold cream and milk. Insertions of| paper representative company he|for the Elmira Telegram in 1893.|  gdgicon Bros £0,491 382.519 330.9 13249215 10:622°014 
340 lines will continue weekly|headed represented 16 newspapers|TWo years later he turned to New Anya Me Si 10.5 ig RP yg BR ps ; 
through August. |in cities throughout the country. York and found employment with] tGreen, H. L- 4.3 15.0 15,084,818 13,650,459 
On the magazine schedule are} A colorful figure in the advertis-| 4. Frank Richardson, publishers’ an, SS. 14,3 is 61,661,439 56,299,777 
The American Weekly and This ing world, Mr. Block was noted for | representative, where he studied lane Gryani, inc 15 22 “ 731:610 “3 763;358 
Week, Newspapers scheduled are | the spectacular manner in which he | the inner workings of the business | Lerner Me — o 660 lene? +1 ! 
the First Three Markets Group,| indulged his taste for playing the for the next two years. In his early Me pet a Stores 2,% H 22 6 "3 709 487 "Sauna 
New York Mirror and the Sunday | host. In the 1920’s, for example, at| twenties, Mr. Block started out on oe os eee. | eee os 6 See . 
edition of the St. Paul Pioneer| New York and Chicago conventions | his own and founded Paul Block, en a 1 J 19.0 1638-789 19°599°617 +1 
Press. C. L. Miller Company is the | of various advertising associations, | Inc. ee estes Meee eg Mey oe in Gs f 
agency. including the Audit Bureau of Cir- | Serves 16 Papers Woolworth, F. W.  29,777,7 +14.2 131,382,225 120,014,890 + ' 
ee culations, Mr. Block nage tome , sai , hich Group Total $136,743,082 $113,279,218 420.7 $564,842,220 $491,812,344 415 ' 
| y ¢ > »¢ > ouse Ss one ‘0 j y ; -4 “ = i 
Adds Monorail Account buy up all the seats in the USE n institutional copy which the Siaiheads eis: teak acne aes eae 


|for a musical show for one night| firm later placed in business papers, 


“ai ( é 7 “leve- , : ; : *Four and 20 week period ended May 17 *Four and 24 week period ended June 
the Monor ul Company, Clevi and distribute the tickets among| Mr. Block often emphasized that he} ¢rour month period sale 
land, manufacturer of overhead ‘ , alin 4 ” ae 

conveying systems, has placed its convention delegates. Sometimes} began with one room, one stenog- 

account with Bayless - Kerr Com-|he not only bought out the house|rapher, an office boy and_ three h ” ] May. Among the three drug chains 
pany, Cleveland. Trade publica-| but also paid for a special midnight | newspapers as accounts. With 16 he ain Store Sa @S reporting sales, Peoples led with a 
tions and direct mail will be used.| performance. Among his many)| newspapers today, Paul Block & 19.5 per cent gain for May over the 


friends in the entertainment world | Associates, as the firm was renamed 


Contin ue Upward previous year. Bond Stores kept its 


newspaper publishing business in 
1916 when he acquired the Newark 
Star-Eagle. 


| packed solid with advertising men. 


Entertained at Estate 


per cent for May, 1941, over May | °V& May of 1940. 
of last year, according to a tabula- 


tion by ADVERTISING AGE, advanc- ‘To Terre Haute Branch 


A | vas Florenz Ziegfeld and the fa-|11 years later, has eight branch ° top position in the variety and 
s + mous producer’s musical extrava- | offices, 44 salesmen and at least 100 Spurt During May miscellaneous group, with Edison 
s |ganzas were often performed for | other employes. Chic: June 25.—Sales of 2g | Bros. retaining second place for 
* Ht Ki | ithe exclusive delight of a house Mr. Block branched out into the sucago, SUM wees OF Ss May, with a gain of 30.9 per cent 
. Av chain stores showed a gain of 22.3 ey a 8 7 per cent 


=) mm) 


Print from Kodachrome 


e The ultimate in copy for process 


- 
He merely held for a 


: Members of the advertising fra-| few years and then sold most of 
jlate work! e Can be retouched as de- | . N years ¢ : ‘ ; ‘ : Ranme ; ale : ; 
tar per Stted into art work. © Gives |ternity were again his guests during | the large number of newspapers he ing from combined Boy = gees ed M. Daniel, formerly with In- ; 
the summer seasons when he would | pought during his career. His news- $296,967,024 to $363,175,080. or ternational Harvester Company : 


new reproduction perfection — stops estate at Port the first five months of 1941, total Davenport, Ia., has been appointed 


open up his large papers, however, him the 


| 
gave 
N. Y., for a day to Seams Lenina be” to 


all technical alibis. e Captures Koda- sein ind a. am ‘ing | sales promotion and. advertising 
, , : ? | Chester influence blic sales gained 16.8 per cent, moving Sales { otion an advertising 
chrome’s full richness — price $38.00 nae influence = pubic : , 2099 ; manager of its Terr aute branc! 
up-~—reduces plate cost levelioial agers of New York agencies. Some | opinion in editorials which he per- - y= Peat in 1940 to e ne Terre aute bran: 
|65 guests would descend on the sonally wrote. These appeared not $1,455, 21,97: - eee th L oO J . ~ teri ”“ 
PHOTOCHROME | palatial residence and disport them-| only in the newspapers he owned As during the previous month, | MYORS JOINS eriors 


Bond Stores led the entire group in 
sales gains, with a 55.6 per 
boost for May over the same month 


Frank F. Lyons, formerly wit 
cent | Decorative Furnisher, New York, 
has joined the sales staff of Jn- 


COLORPRINT LABORATORY 
837 N. Fairfax, Hollywood 


| selves in the private swimming pool | but in leading newspapers in other 
|}and on the golf course. cities in which he bought space as 


fff) 


=a f 8 8 


This summer home and his pri-| paid advertisements for what he : 
“ . ” . c . . 4 P . — ‘ sas -~ e re Wy -L 
Overnight by Plane @ vate railroad car were called! considered his outstanding efforts. of — and ‘4 a ae = a esi dicen 
122M |“Friendship” by Mr. Block. His} Among the honorary pallbearers | fT the first five months of 1941. —~ 


Among the food chains, Jewel like- | 
wise held the top spot with a gain 
of 34.6 per cent in May and a plus | 
showing of 31.4 per cent for the 


iat his funeral today were former 
| President Herbert Hoover, whom 
he supported for reelection in 1932, 


Exclusive Genuine Wet 
Process Insulators Eliminate 
Electrical Shorts Perma 


former Mayor James J. Walker, ” : ; nently. 
l\geemer Governor Alfred BE. Smith first five months of the year. 7 
| Sita senheeys Te rt Montgomery Ward topped the||< 
° Bernard M. Baruch, William Ran , L ; s 
dolph Hearst, Jr., James A. Farley, mail order group for the OE, | 
ree ress ppoin S Irving Berlin and Gene Buck. “"| with a gain of 31.8 per cent for | 


‘SAMUEL E. HUDSON 

Woonsocket, R. I., June 23.—Sam- | - 
juel E, Hudson, 71, editor and pub-| ; 
lisher of the Woonsocket Call, died 
|recently at his home here following 
'a brief illness. He was a past pres- 
‘ident of the New England Daily | 
|/Newspaper Association. 


CARL G. MULLIGAN | 
| Bradford, Pa., June 23.—Carl G. 
|Mulligan, 55, former publisher of : = = 
ithe Bradford Morning Era, died ‘ : ; - = = 
\ June 17th in Ft. Lauderdale, Fla. 

|Mr. Mulligan had lived in Florida 
and California since selling his 
|newspaper interests in 1938. 


EDWARD J. BYRNES 

New York, June 23.—Edward J. 
Byrnes, 64, a founder and secretary- 
treasurer of Edwin Bird Wilson, | 
Inc., died at his home Friday night | 
after a year’s illness. Mr. Byrnes 
had spent 47 years in agency work, 
|24 of them with the Wilson com- 
pany. He was formerly associated 
| with the late J. Walter Thompson. 


National Representatives 


| 
| 
| 


Detroit—July 1 . 2. 1. 1. 2 ew ww 


| the days when 100 whaling vessels at a time 
were massed in Honolulu harbor until today — when the 
Pacific Fleet and 50,000 men of the U. S. Army stand alert 
at the crossroads of the Pacific in America’s spearhead of 


defense—The Honolulu Advertiser has been Hawaii's Ter- 
ritorial market place. 


Today—with the greatest circulation in its history— 
Hawaii's first independent newspaper renews the prom- 
ise of its founder to keep the public faith with fearless and 
Progressive journalism. More than ever before Hawaii is 


= @ great American market and The Advertiser is a 
great 
To Sponsor Fourth medium for selling it. 
Letter Writing Week 
The fourth National Letter Writ- 


ing Week, under the sponsorship Represented Nationally by the Katz Agency 


|of Paper Stationery and Tablet 
| Manufacturers Association, New 
| York, will be observed Oct. 5-11. 


Retailers will be supplied with 
display material and prizes are to 
| be offered for the best window dis- 
| plays. Posters distributed through- 
out the country will publicize the 
|slogan “Don’t Let Friendships Fade 
| —Write Those Letters Today.” 


The Detroit Free Press 


im. Detroit's Only Morning Newspaper Names E. J. Powers 

= | Public Utilities Fortnightly, 
| Washington, has appointed E. J. 
Powers Company, Chicago, West- | 
iern representative. 
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June 30, 1941 


ADVERTISING AGE 


PHOTOGRAPHIC 
REVIEW OF 
THE WEEK 


This illustration, featuring one of the full-page magazine advertisements of Pacific 

Mills, New York, shows front and reverse sides of one of the labels designed to 

give consumers factual information on its fabrics. Its use has been extended from 

several lines of cotton women's wear to all cotton lines as well as some worsted 
and rayon lines. Williams & Saylor is the agency. (Story on Page !!.) 


PROMOTES PLIOFILM SWIM-SUIT BAG 


This bather is holding one of the new transparent, waterproof Pliofilm bags de- 

signed by Goodyear for a multitude of uses. At the beach, they keep cigarets, 

purse and towel safe from sand and water; and they're handy for carrying wet 
suits home after the swim. 


SALESMASTER AIDS KELVINATOR CAMPAIGN 


a * 


BROILED TO Aah 
MAN 


The largest, most elaborate promotion piece ever devised by Kelvinator division 
of Nash-Kelvinator Corporation, called the Salesmaster, is credited with helping 


double sales of Kelvinator electric ranges. Four-color photographic illustrations 
are used throughout the 99-page book, which is bound in an easel-type cover. 


MAJORETTE 


x 


‘a 
vt 


i He 


Twenty-year-old Audrey Corley, Chi- 

cago's champion drum majorette, strutted 

her stuff before the National Association 

of Retail Grocers as the Hi Ho girl of 

the recent Sunshine biscuit exhibit in the 
Windy City. 


COMBINATION 


A combination counter and window dis- 
play, created by Forbes Lithograph Com- 
pany, Boston, for National Carbon 
Company, New York, promotes both Eve- 
ready Mini-max ''B" batteries for port- 
able radios and an actual radio. Space 
is left for the price of the featured 
radio, complete with Eveready batteries 
of course. 


Carpenters built a typical beach shower house and many models were assembled 

in the studio of photographer Ray Albert to “shoot the leading photograph in 

the second full-page advertisement in the Mennen Company's “dramafactual’’ 

series on Quinsana powder for athlete's foot. John H. Miller, Mennen adver- 

tising and sales promotion manager, ordered a shot of the proceedings. At the 

left is Rudolf Wetterau, art director of H. M. Kiesewetter Advertising Agency. 
Albert is at the camera. 


This is what all the work produced. The strip, showing five pairs of feet, heads 
the Mennen page appearing in the June 30 Life. The shower is operating 100 
per cent, thanks to the sprinkling can. 


SHIADES OF BULL DURHAM 


Her Hero! 


Reminiscent of the famous Bull Durham poster, and with full credit given where 

due, is this current 24-sheet poster in a series emphasizing the power and get- 

away quality of Mobilgas. McCandlish Lithograph Corporation is preparing the 
series and J. Sterling Getchell, Inc., is the agency. 


AGENCY MEN, REPS ENJOY SELVES AT PHILADELPHIA PARTY 


Pictured here are three of 
the groups which attended 
the golf party staged by 
magazine officials for ad- 
vertising executives at the 
Merion Cricket Club in 
Philadelphia. At upper left, 
Neil Ivey, president of 
Ivey & Ellington, takes an- 
other card. Hal Cook, 


Look, isn't interested. At 
the upper right, Jerry 
Spanier, True Story, Spike 
Seymour, 


Crowell - Collier 


Publishing Company, 
Charles Eyles, president of 
Richard A. Foley Advertis- 
ing Agency, and Sam Rob- 
erts, president, S. E. Rob- 
erts, Inc., look over their 
scores. Left, winding up 
all even at the 18th hole, 
are Harry Carey, advertis- 
ing director, Fortune, Jerry 
Gray, Gray & Rogers, Jim 
Downward, Time, and Jim 
Mackenzie, Fox & Mack- 
enzie. 
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“MEET OUR’ 


NEW BUYER.” ;,,. ;. 


just one way your customers have 
of saying that you are face to face 
with a new sales job. Repeated each 
day with increasing frequency, this 
introduction says, in effect, that 
under today's rapidly changing con- 
ditions, it is practically impossible 
for the average sales force to do 
more than a "get acquainted" job. 
In addition, this greeting becomes 
an automatic signal for those whose 
planning extends beyond immediate 
conditions . . . and it indicates that 
even though sales problems may be 
solved successfully for today, addi- 
tional groundwork must be carried on 


simultaneously to prepare for tomorrow's inevitable return 
of stabilized conditions. Now, more than ever before, 
your sales force needs your assistance with the compre- 


= eee ee 
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> 


hensive type of coverage and serv- 
ices available only through INSTITU- 
TIONS Magazine. 


Meer ALL NEW BUYERS 
in the institutional market each 
month through INSTITUTIONS Mag- 
azine. Introduce yourself, your sales- 
men and your products at the start 
. . » when impressions count most. 


“Tell your story to the new buyers of 


equipment and supplies for hotels, 
hospitals, restaurants, schools and 
other institutions when these new 
buyers are most anxious to become 
acquainted with your products. 


Mec ALL BUYERS in the 
institutional market with a consistent 
advertising program starting now 


in INSTITUTIONS Magazine. Consult your advertising 
agency or write to INSTITUTIONS Magazine, 1900 Prairie 
Avenue, Chicago, Illinois. 


INSTITUTIONS Magazine is the Magazine of Equipping, Furnishing, Decorating, Maintaining all types of institutions 


= 


[ Gireulation of this issue | 


i The MAGAZINE of | EQUIPPIN 


ised BEST SINCE '29 istic 


G: FURNISHING - DECOR 


é 


ATING « MAINTAINING 


INSTITUTIONS Magazine gives you an 
audience of over 250,000 reader-buyers 
of the large consumer classification. 
INSTITUTIONS Magazine furnishes the 
stability which can only come from an 
organization with more than 51 years of 
successful publishing experience. 
INSTITUTIONS Magazine offers com- 
plete 3-Way coverage of readers, sub- 
jects and institutions. 

1. Among Readers, it reaches over 
250,000 owners, operators, purchas- 
ing agents, housekeepers, dietitians, 
superintendents, outfitters and others 
who control purchases. 

2. Among Subjects, it is confined ex- 
duel to equipping, furnishing, 
decorating, maintaining, remodeling, 
managing. 

3. Among Institutions, it reaches the 
following types with over 60,000 
copies monthly: 


Hotels Real estate depts. 
Restourents of insurance 

: : companies 
eee ete Railroads and din- 
Hospitals 5 ing car systems 

: teamship Lines 
on Power and gas 

Colleges Govemment 

Homes for Aged, _ institutions 


Fraternal, Veter- Wholesale depart- 
ans’, Blind, etc. ments of depart- 

Y.M.C. A.'s, and ment stores 
Y.W. CA's Asylums 


Clubs Penal institutions 
Outfitters or and jails 

jobbers Motels (Motor 
Janitors’ supply Courts) 

houses Architects specializ- 
Commercial ing in institutions 

Buildings Manufacturers’ 


Apartment buildings agents 
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